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Used and endorsed—by 
hundreds of America 
leading mens wear stores 
(names on request) the superior 
onstruction and moderate cost 
of KORRECT - WAY '"'MANikins 
has become a "buy" word in 
the Men's Wear field. Cre 
ated by SACHA-FRANCINE," 
these quality figures are produced 
in the largest, most completely 
equipped plant in the country, by 
skilled artisans, proud of their work 
and trade. You owe yourself and 
tore an acquaintanceship with their 
many outstanding features. For in all 
those things that add to the sale: 
punch of men's wear displays — eye a 4 & 1 » TOASTM. 
atching action . . . he-man appear ‘53 ; ne F colorful m 
ance ... evident quality ... and cor a f bs 4 
rect proportioning — these handsome 
figures are tops! Call on—phone—or 
write your nearest Distributor (name 
below) today! Let him show you how 
KORRECT-WAY ''MANikins com 
pletely outmode and outsell the drab, 
neutral appearing figures so preva 
lent on today's market. There's no 
obligation, of course! 


R PYREX 
tures dramc 
pt lights bes 


; ; loc R BISSEL 

A recent installation of Kor- the many models available. nplete ov 
rect-Way ''MANikins" at Rike- = Ask your Distributor {name and Early , 
Kumler—Dayton, Ohio. _ Illus- 7S ee below) for photographs and 


trations show only a few of | AORN WY ORO Pree details. 


NEW YORK—15-17 West 36th - ATLANTA—Melvin S. Roos Co. » BALTIMORE—Williams Corp. - BOSTON—Eastern Displays, Inc. « BUFFALO—Samve 
C. Dutch & Son +» CINCINNATI—General Display Corp. « CHICAGO—Hecht Fixture Co. « DENVER—Walter W. Martin « DETROIT—Art Products } 
Co. » KANSAS CITY—National Equipment Corp. » LOS ANGELES—Grossman & Silvers « MINNEAPOLIS—L. E. Hier Display Equip. C 
Gulf States Display - PHILADELPHIA—Naythons Display Fix. Co. - PITTSBURGH—DeWeese Display Ea ip. Co. « PORTLAND—T 
SAN FRANCISCO—Kehoe Disp. Fix. Co. - ST. LOUIS—Midwest Disp. Eq ip. Corp. » MONTREAL—Miller's Disp. Fix., f 


ges Cy 
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TOASTMASTER 


R TOASTMASTER —- With dramatic mechanical action 
h colorful magician properties. Overall height 5!2 feet. 


R PYREX —- Celebrating the Twenty-fifth Anniversary. 
ures dramatized with action and color transparencies. 
tlights best sellers. 6 feet high. 


Bassoll’s 
AMERICAN 


: | 





FOR HOOVER _ Deluxe display, with Mystery Table ac- FOR TELECHRON ~ -Giant revolving turntable 


AR carving provides humorous tie-up with Hoover National Features many new gift designs. Diameter of turn- 
waned Advertising. Appealing . . . Colorful. Overall height 7 ft. table 48 inches. Height 62 inches. 


ie 


R BISSELL-. Featuring the new “American” and a 
plete assortment of Bissell Sweepers. Attractive col- 
and Early American design. 5!2 feet high. 


~ | : 
ee Eg ~ vu tion, introducing the new ‘Sixty’ model. Deep bas-relief with colorful room illustrations full relief figure. 
i ‘ ~ a 


HCKO 


GitTS FOR W 


: Free Fully illus 

F a7 i * c } ; trated catalog on 
Structural Bends 

de, ni Also wood and 

plastic plaques 


FOR INTERWOVEN Christmas FOR COMMUNITY: PLATE — Introducing four and fluorescent 


; ; ; ; P lastics. E llent 
display with full relief carvings new silverware patterns, which inspired four ls aiaanan ae | 
of carolers on Mystery Table. Parisian dinner gowns. Figures and giant han dows and inter 
Action—color to help sell Inter dles of silverware are beautiful carvings fin iors. Write for | 


woven. 44 inches high. ished in attractive colors. 7 feet high. Fo Sey eee 


HICKOK — Colorful Christmas display featuring 


-» Braces... Jewelry. Hand painted figures and 
"ation. Very flexible. Height of center panel: 5 feet. Ww. L. STENSGAARD B ASSOCIATES, inc. 
346 NORTH JUSTINE AVENUE, CHICAGO, ILL. ° NEW YORK OFFICE, ROCKEFELLER CENTER 
CALIFORNIA OFFICE, LEAMINGTON HOTEL, OAKLAND 
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PLEXIGLAS Jp” 


PRIZE-WINNERS IN THE 
MODERN PLASTICS COMPETITION 


SALES-WINNERS IN THE 
COUNTRY’S LEADING STORES 


Again this year PLExi¢Las displays took top 
honors in the Modern Plastics Competition. 
Again sales-minded judges recognized the beauty 
and utility of this sparkling modern material— 
which has consistently proved its sales appeal in 
the country’s leading stores. 

Ask any leading fixture manufacturer for in- 
formation on his line of PLExt¢Las displays. For 
special displays and counter units you can easily 
saw, drill and form this acrylic in your own shop; 
or we shall be glad to send you the names of ex- 
perienced PLExicLas fabricators in your vicinity. 





PLEXIGLAS plus paper doilies, combined by Clarissa Gross, make an effective 
presentation of Elizabeth Arden’s cosmetics. Croasdale & de Angelis, fabricators. 


manufactured by the Rohm & Haas Company. 
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Two smart young moderns show the possibilities of PLExicLAs in the hands of 
a display craftsman, Frank Maxwell. 
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Prexicias is the trade-mark, Reg. U. S. Pat. Office, for the acrylic resin thermoplastic sheets and rods Sophistication— even to the use of PLEXxIGLAS— marks this 
dainty but durable cosmetic display by Frank Maxwell. ” 
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THE COVER 


Malcolm J. B. Tennent, whose superb displays for 
the special fall and spring openings of Meier & 
Frank, Portland, Ore., have made him outstanding 
among displaymen, is the creator of the setting seen 
on this issue's cover. The big corner window was 
given over to sequinned evening gowns, with the 
background giving the spectator the impression of 
looking through a penthouse window at a city night 
scene.. More of Tennent's windows are shown else- 
where in this issue. 


entire store. 


I940 


"In our store the head of the display depart- 
ment works right along with the merchandising 
and advertising departments in carrying out 
the promotional and fashion themes of the 
We believe that the progress 
made in display work has fully kept pace with play.” 
other modern developments in both merchan- 
dising and_ publicity.""—J. 


president, Stewart & Co., Baltimore. 


OUR NEXT ISSUE 


A helpful article on last-minute holiday dec- 
orations for the store exterior. . . . More ideas 
by Scrogin. . . . The second article on dra- 
matic display by Wardrip. . . . A continua- 
tion of Apolinsky's series on ‘Elements of Dis- 
. Last-minute reports from New 
York City, Los Angeles, and Chicago... all 
J. Knowles, vice- these and many more features are scheduled 


for the big November issue. 
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A Tale Of Several Cities 


Some two months ago the writer left Cin 
cinnati on a 9,000-mile trip designed to 
cover the principal cities in the West, 
Northwest, Pacific coast, and South. The 
purpose of the journey was to “keep up 
with display” as it is being practiced in 
those cities, attempt to get local displaymen 
to form clubs in those areas where they did 
not exist, with a view toward eventual af- 
filiation with the International Association 
of Display Men, and to fill several speaking 
engagements. 

Kighteen cities were covered, mostly on 
the “one-night stand” principle, and now that 
the time has come to write of the trip the 
big question is where to begin and how to 
tell about it all. 
in all the details which made it so interest 


It is impossible to bring 


ing. One vivid impression seems to stand 
out and that is that practically every city 
covered has good display; regardless of 
their location, almost every one has several 
stores which are doing a splendid job in 
both interior and window. In many cities 
it is really astonishing to see how well even 
the smaller shops are handling display, 
which is surely indicative of the growing 
esteem in which this form of advertising is 
held by its retailers. 

Because of the many differences in type 
of population, local factors peculiar to a 
given city, and similar conditions, it is ob- 
viously unfair to write from a comparative 
viewpoint. Perhaps the best way is simply 
to tell as briefly as possible of the trip as 
it happened, with a few general highlights 
at the end. 

\fter a day devoted to business calls in 
St. Louis, the first stop was Kansas City 
Maxwell, of the display 
firm of the same name, had made arrange- 


where Harvey J. 
ments for a luncheon meeting. Seventeen 
were present and plans were discussed for 
the formation of a display club which will 
probably come into being in the near fu 
ture \s many stores as possible were vis- 


By R. C. KASH, Editor 
DISPLAY WORLD 


ited after lunch, with the genial Maxwell as 
guide. Those present at the meeting, as 
seen left to right in the upper photograph 
on page 5, were: Harvey J. Maxwell; Frank 
Burgard, Jenkins Music Company; R. C. 
Kash; Merle Smith, Beard & Gabelman 
Hosiery Company; George A. Wilcox, Berk- 
son’s; Don Ferrator, Robinson Shoe Com- 
pany; Don Furness, Washington Shirt Com- 
pany; A. L. Troxel, Troxel Display Serv- 
ice; Roy E. Harrison, Devoe & Raynolds; 
Rex Werner, Adler's; James Byrum, Emery, 
Bird & Thayer Company; W. R. Curd, Ler- 
ner's; Richard Kester and Don _ Kester, 
Rothschild’s. Late arrivals not shown on the 
photograph (which is by courtesy of Pic- 
torial Press Service) were Gene McKeehan, 
Woolf Brothers, and A. Frederiksen, Kline's, 
Inc. 

An evening meeting was scheduled for the 
next day in Omaha, following dinner at the 
home of George and Mrs. Wagner—at which 
time the well-known prize winner demon- 


strated that he is equally at home with ‘he 
color camera as at the head of a display 
department. Nearly thirty displaymen met 
in the showrooms of the Oltmanns Deco: 
ing Company, with ‘Fritz’ Oltmanns as host, 
Here again the sentiment was very favorable 
toward the organization of a display club 
and arrangements were made to. start It 
functioning. Refreshments and = a_ trip 
through the Oltmanns plant followed the 
business session. 

No meeting had been arranged in Denver 
for the next day, which was spent simply 
in visiting the leading stores. Incidentally, 
one of the best display jobs in this city is 
being done by the Denver Dry Goods Com- 
pany—whose display manager is Mrs. Dace 
Killingsworth, whose first assistant is also 
feminine. 

Irvin Fisher, advertising manager of the 
Zion Cooperative Mercantile — Institute, 
played host next day to the writer and to Max 
Mayer, Greneker Studios, who also was 








in Salt Lake City. A swim in the Great 
Salt Lake ended just in time to get back 
to the luncheon atop the Hotel Utah. In 
spite of the fact that it was Saturday, twenty- 
three were present, and a new display club 
resulted. 

Spokane was the next stop—unfortunatel) 
on Labor day with everything closed up 
tight and not a displayman in sight. Time 
did not allow remaining for an extra day, so 
it was on to Seattle where Adrian Delsman, 
Frederic & Nelson, and Bob Champion, 


Champion Studios, had planned a_ dinner 


meeting. Nearly twenty were present and a 
local display club will probably result trom 
the get-together. 


—Above is a photograph of the dinner meet- 
ing held at Birmingham, with Joseph Apolinsky 
as toast-master. ... Left, the luncheon at Fort 
Worth. Those at the speakers’ table, left to 
right, Ernie Gray, Stripling'’s; R. C. Kash; 
B. E. Chester, Monnig's; J. A. Hibarger, Leon- 
ard Brothers; J. M. Cook, the Fair— 
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—At right is the group which got together 
for luncheon in Kansas City. The names of 
those present are given in the accompanying 
article. .. . Center, a portion of the speakers’ 
table at the Atlanta meeting; left to right, 
Gene Turner, Zachry's; R. C. Kash, V. F. Mc- 
Collum, Davison-Paxon Company. . . . Below, 
the "reception committee" at Birmingham; left 
to right, L. L. Wilkins, Pizitz'; Joseph Apolin- 
sky, Loveman's; R. C. Kash; Joe Vaughn, 
Porter's— 


An over-night boat trip up Puget Sound 
and the Straits of Georgia came next, reach- 
ing Vancouver, B. C., early the next morn- 
ing. That afternoon being a holiday, Wil- 
liam Parnum, British Columbia Electric 
Railway Company, Ltd., pointed out Van- 
couver’s hundreds of beauty spots. The next 
morning was spent visiting the stores under 
the guidance of Walter Rimes, Henry Birks 


& Sons. Eighteen were present at a dinner 


meeting in the evening. Plans were made 
for a local organization, and a program 
committee appointed to start the ball rolling. 

Back in the United States again, and inci- 
dentally there was not the slightest difficulty 
about reentry in spite of rumors to the con- 
trary, Portland was the first stop, with fif- 
teen displaymen at a luncheon arranged by 
L. A. McMullen, Eastern Outfitting Com- 
pany, at the Chamber of Commerce. <A 
local display club resulted from the meeting, 
with a committee appointed to work out 
street decorations tor the Christmas season 

In San Francisco a luncheon meeting at 
the Palace hotel was planned by W. W. 
Rowley, The Emporium, with eight in at- 
tendance. The idea of having a club was 
discussed, and it was decided to table the 
matter for further consideration at another 
session in the future. 

There was no necessity to speak on the 
merits of having a display club in Los An- 
geles. The organization there is one of the 
largest and most active in the country. 
Nearly 100 men turned out for the dinner 
meeting at the Hotel Hayward and a general 
good time was the result. 

Aubrey Maley, The Broadway-Hollywood, 
who is president of the group, was assisted 
in preparations for the meeting by Roy 
Stewart, Barker Brothers; John Cook, Coul- 
ter Dry Goods Company; John Flotten, 
Harris & Frank; Harry Hamilton, Hen- 
shev'’s, Santa Monica, and a number of 
other leading lights in the Southern Cali- 
fornia club. A splendid progranf resulted, 
with a judicious amount of humor to relieve 
the more serious aspects of the session. 
The ubiquitous representative of the cham- 
ber of commerce was on hand to extend the 
keys of the city—as if any such formality 
were necessary in Los Angeles where cor- 
diality and friendliness are to be taken for 
granted. 

At El Paso no meeting was arranged. In 
Fort Worth B. E. Chester, Monnig’s, and 
his charming wife met the train and the 
Sunday afternoon and evening were spent 
with them. At the luncheon next day 
twenty-four were present and preliminary 
work got under way for the formation of a 
club. There was just time enough after the 
meeting to visit the studios of Bill Williams, 
surely one of the most modern and meticu- 
lously arranged display firms in the country. 

In Dallas later that same day it was 


[Continued on page 44] 
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Manhattan Autumn Windows 


The awakening of America to the danger 
of world totalitarianism has profoundly af- 
fected the trend in fashions and has cor 
respondingly done much to influence the 
tempo in window display. 

The early October displays forcibly em- 
phasize the crystallization of our national 
consciousness. We are also nearing the 
realization that our native fashion genius, 
hitherto overshadowed by Paris, is mani- 
festing in large measure creativeness in the 
artistic sphere, which in turn has greatly 
stimulated aesthetic appreciation for native 
creations on the part of the American public 
in general 


That the display estate is keenly attuned 


By VIRGINIA ROEHL 
Virginia Roehl Studios, New York City 


to this national trend is patently proved by 
current displays. Moreover, display directors 
are not interested in or concerned about 
partisan quarrels which are, of course, mere 
manifestations of democratic processes. 
Displaymen are mainly concerned in pre- 
senting the pageant of America’s love of 
country and its institutions—which obvi- 
ously transcends presidential campaigns. 

The manner in which national unity is 
being emphasized in window display is due 
mainly to the dexterity and skill of the dis- 
play directors in their effective adaptations 
of American cultural values. 

For example, country scenes, which depict 
one of the most entertaining phases of the 





American way of life for many people in | ie 
autumn of the year were transplanted into 
a series of windows at Lord & Taylor's 

For presenting “color harmonies” in 
tweeds from the Country Clothes shop, Dis- 
play Director Dana O’Clare designed the 
exterior of an antique shop such as one 
would wish to find along a country road 
(page 7). Stained pine planks make the 
background, with a large sign reading “An- 
tiques” hung under one of the charming 
casement windows. Carriage lamps, glass 
bells, duck decoys, stools, and all manner 
of fascinating pieces dear to the heart of 
any home-maker are arranged in a realistic 
manner. The mannequins are equally nat- 
ural in their poses, as each one seems ani- 
mated over a special discovery. Accenting 
the human interest angle, the floor is coy- 
ered in “the good earth” and little sprays 
of wild flowers spring up here and there. 

A second window of the series used a 
woodland setting bountifully planted with 
saplings, foliage, and rocks, while one of 
the three mannequins rested on the corner 
of a simulated old rock wall. A gracious, 
soot-smeared open fire place with logs ready 
to burn—a setting such as could be found 
in a country lodge—made the background 
for a grouping of three mannequins in the 
third window. In the fourth window of the 
series, the scene was that of a stable resplen- 
dent with saddles, trophies, and even puppy 
dogs nestling in the hay at the foot of a 
ladder which led to the suggested loft. 

At Abraham & Straus, Brooklyn, John A. 
Rosenberg brought the feeling of the rich 
harvest season, as found in the rural regions, 
into a series of seven windows for a pres- 
entation of millinery in the autumn colors 
of brown, rust, greens, and reds (page 7). 

“Rage for color—brown comes to town in 
rich shades ranging from copper to nut and 
tree bark browns” reads the card. The wood 
used for the setting was first carved to give 
the rustic appearance and then had the grain 
painted on. 

The central unit was arranged as shadow- 
boxes, each millinery head silhouetted 
against the light yellow of the backwall. 
Great bunches of the preserved field grasses, 
weeds, bleached maple leaves, colorful fruits, 
wheat, and corn represented the gatherings 
of the harvest season. Velvet ribbons in a 
tone of gold made swags across the top of 
the unit. 

Display Director Irving Eldredge brought 
a cosmopolitan section of the American 
scene into three windows at Macy’s for a 
glove promotion of American design and a 


—Upper left, by Jack Gregory, Stein & Blaine. 

. . . Lower left, by Fred Henderson, Best & Co. 

. Upper right, by Sidney Ring, Saks-Fifth 

Avenue. . . . Lower right, by Robert Riley, 

Bergdorf Goodman. . . . (All photographs by 

courtesy of Virginia Roehl Studios, New York 
City) — 
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—Right, by John A. Rosenberg, Abraham & 

Straus, Brooklyn. .. . Center, by Dana O'Clare, 

Lord & Taylor. . . . Below, by Irving Eldredge, 
R. H. Macy & Co.— 


general salutation to the glove-makers of 
America (page 7). 

“Macy Salutes the American Glove Mak- 
ers . . . Salute to a vigorous industry! 
From ancient origins in America’s fabulous 
past till today, when America emerges as 
the glove capital of the world! Salute, then, 
and good speed” formed the card copy. 

A series of graduated panels was handled 
to suggest the skyscraper buildings of the 
metropolis. These panels were finished in a 
sand tone of duvetyn. Through cut-out 
openings which suggested “windows” in the 
buildings, gloved hand forms projected. Gay 
handkerchiefs were held by many of the 
gloved hands as if joining in a_ general 
salutation. Butterflies flitted against the 
sides of the “buildings” and pebbles were 
scattered at the base of the panels. 

Participating in the current trend to em- 
phasize native design, the display at Stein & 
Blaine’s, as handled by Jack Gregory, 
achieved its patriotic effect of accent on 
“Americana” by employing traditional Amer- 
ican symbols in a simple way. (Upper left, 
page 06.) 

The use of a white paper eagle, cut to 
give a three-dimensional effect, and relief 
stars succeeds in giving a quiet, impressive 
touch to the display, while bars of bright 
red and blue ribbons, rising out of the clus- 
ter of stars and caught up by the claws, tie 
up the display and contribute color. 

The setting was dramatically lighted with 
splashes of bold blue focused on the eagle 
and stars; with blue-white lights on the 
mannequin (which wore a bright red dress 
and hat), and red on floor accessories. 

Charming in its simplicity was a series 
of windows at Best & Co., where Fred Hen- 
derson used a black and white setting. 
(Lower left, page 6.) Curved panels to left 
and right were covered in pleated black 
duvetyn. The mannequin wearing an all- 
black costume was silhouetted against the 
white backwall. Black and white accesso- 
ties were grouped on a clear glass floor 
plaque in the foreground. 

“Back to the City—Brownstone Front— 
and into a Bergdorf Goodman suit’ made 
the interestingly used copy in a series of 
windows where Display Director Robert 
Riley presented daytime costumes for fall. 
(Lower right, page 6.) A blow-up in sepia 
of an old print, mounted on a yellow-green 
panel, made the background. Decorative 
<ut out letters in brown suggested the metal 
grille work of one of the fine old houses 
of the New York of another era. The large 
ornamental letters forming the word 
“Brownstone” were carried as a semi-circu- 
lar frame or “fence for the mannequin 
letters spelling “Front” were placed across 
the foreground of the floor of the window. 

New backgrounds have been installed in 
the stretch of men’s wear windows at Saks- 
Fifth Avenue. (Upper right, page 6.) 
Bleached oak panels forming a frame are 
superimposed against pigskin leather  fin- 
ished walls. A chromium and clear glass 
display unit is used by Sidney Ring in this 
corner window for presenting all black and 
white in evening clothes. 
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Build Christmas Sales 


With L 


ishted Displays 


By GEORGE E. MEESE and CHARLES L. AMICK 


The enterprising merchant is presented 
with the unique opportunity to tie in with 
the Christmas holiday season and its atmos- 
phere of gala events by dressing his dis- 
trict, his store, and his merchandise in the 
cheerful costume of color and sparkling 
light. 

Many merchants know that 20 per cent* 
of the annual retail business is done during 
the Yuletide shopping season. Many rely 
on this period of large turnover to complete 
a successful year and some even depend on 
it to close their books “in the black.” Shop- 
pers are on the alert for gift suggestions 
and striking displays are particularly effec- 
tive. Women and men, girls and boys are 
all shopping for gifts with which to please 
each other and the stores which impress this 
mass market with the ability to supply the 
right items stand the chance of getting the 
majority of the business. Bargain prices 
are relatively unimportant because of the 
demand for and the rapid movement of “im- 
pulse” items, such as perfumes, toys, expen 
sive lingerie, and other items not absolutely 
necessary in every-day life. These impulse 
items are normally in the high-profit group 
and lend themselves to attractive gift dis 
plays 

It is a well-known fact that people are 
attracted by brightness and color. Tests 
have shown conclusively the ability of these 
two important display tools to control traf 
fic, suggest the purchase of items tactfully 
displayed, and to set the moods of shoppers, 
thereby converting them into buyers. 

With the effective, often even lavish, use 
of light and color, a displayman can do 

*Editor’s note: National Retail Dry Goods Asso 
ciation figures credit December with 13.2 to 16.1 


per cent of the average store's total annual sales 
or 15.1 per cent for the country as a whole. 


Calo 





Nela Park Engineering Department 
General Electric Company, Cleveland 


many things to influence sales volume. Peo- 
ple flock to districts radiating Christmas 
cheer through well-designed street decora- 
tions. The effectiveness of such displays is 
greatly increased when they are coupled 
with a planned advertising promotional cam- 
paign conducted through the press and 


ig tel lida 








radio. The accompanying photographs from 
Dayton, Ohio, illustrate the day and night 
appearance of cut-out plaques clamped _ to 
street-lighting standards. Construction of 
this sort is inexpensive and adaptable to a 
large number of shapes and _ materials 
Lighting can be accomplished easily through 
the use of one 150-watt PAR-38 projector 
flood lamp for each side concealed at the 
bottom. In this case, the glass street 
lighting globes were replaced with screen 
processed Cel-O-Glass cones. Obviously, the 
efficiency of the street lighting is reduced 
and in the interest of traffic safety those 
planning such decoration should compensate 
for the loss of light by increasing lamp 
wattage or adding a sufficient quantity of 
streamers or other lighted decorations. 
Colortully lighted exterior displays on 
marquees or store fronts can be promoted 
independently or in conjunction with street 
decorations and business-center projects. A 
good display is associated with the nam 
of the store sponsoring it and a favorabl 
impression is made in the minds of potential 
customers. That the Shaker Square busi 
ness district in Cleveland realizes the valu 
of this type of display in bringing business 


—Christmas themes screen processed on Cel- 
O-Glass cones make attractive street decora- 
tions for the holidays. The night-and-day 
examples are from Dayton, Ohio. . . . The 
marquee and exterior decorations for the 
Colony theatre are simple in construction. 
Expanded metal screen was used for the tree; 
the candles were covered with crinkled alumi- 
num foil— 
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to the section is shown by their annual use 
of it for the past ten years. 

the photograph of the Colony Theatre 
building is representative of the character 
and good taste employed in their design. 
Expanded metal (similar to metal lath but 
of heavier gauge) cut to shape and welded 
to an outline of heavy wire was used for 
the tree centered on the marquee. It was 





from the with 160-watt 


floodlighted 
projector flood lamps equipped with green 
the outline consisted of stand- 


rear 


col Yr lenses n 


ard amber-orange outdoor Christmas-tree 
One projector flood lamp was used 
painted fir 


over the 


lamps. 
to light 
Santas. 


each of the plywood 
The 
either side of the theatre entrance consisted 
25-watt 


candles shops on 


of outdoor streamers and amber- 
orange lamps fastened to a waod backing 
cut to shape. 
foil tacked in place 
wire, and sockets and _ brilliantly 
the light from the lamps. 


An ingenious use of Cel-O-Glass is shown 


Deeply “crinkled” aluminum 
concealed the wood, 
reflected 


in the view of Carnegie Center in Cleveland 
at the top of page 9. The attractive toy fig 
roof of the building 


this 


ures on the one-story 


consist of material fastened to wire 


—Wire frames covered with Cel-O-Glass 
formed the toy figures on the building at the 
left in the photograph at the upper right. A 
close-up of the construction is given in the 
vertical illustration. T. A. Solomon, A. 
Harris & Co., Dallas, last year used Christmas 
trees made of balloons, the "branches" being 
trimmed with standard tree lights. Columns 
adorned with metal foil angels and luminous 
panels along the upper walls add to the 
atmosphere— 
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These are inexpensive and can be 
welded by any 


frames. 


easily formed and concern 


equipped to make wire display baskets or 
refrigerator shelves. A close-up of one of 
the figures is seen on page 9. Ordinary tes- 
toon streamers with 15- to 75-watt 
frosted lamps were suspended through the 
centers of the figures and lacquer enamels 
units for 


inside- 


sprayed on the assembled 
detail. The over the 
entrances were made of 
foil deeply crinkled 
to a background. 
used for holly berries and one 150-watt pro 
jector flood lamp lighted 
The pylons flanking the entrances were fin 
with plain crinkled foil lighted 
by 25-watt lamps in_ the 
troughs supported in front. 


were 
and wreaths 
building 


aluminum 


color 
green 
tacked 
were 


and 


wood Red lamps 


each assembly. 


ished and 
inside-frosted 


Window displays attract and hold atten 
tion when light and color assist in suggest 
ing the ideal Christmas gifts to pedestrians. 
Institutional although 
tain no merchandise, are potent 
good will and do a remarkable job of in- 


windows, they con- 


builders of 


direct selling. In these, light and color can 














in creating 
facilitate the 
built-in 


fullest extent 


dramatic effect. To 


be utilized to the 
a highly 
installation of 


construction and 


lighting effects in such Christmas windows 


it would be well for the displayman to add 
several easily made socket assemblies fot 
incandescent and fluorescent lamps to his 
line of commercially-available spots, floods, 
and reflector lamps. For instance, fluores 
cent-lamp assemblies can be made from 


lengths of standard wiring channels to con 
tain ballast equipment and lampholders. A 


variety of lengths can be built to utilize 
the 18-, 24- or 36-inch lamps, and each 
metal strip may have its own rubber cord 
and plug attached Lamps of any color 


may be used in such units and their shape is 


such that they can readily be concealed in 


shallow coves or recesses in window back 


grounds, laid in the bottom of a box having 
a glass top to form a lighted stand, tucked 
into the corner of a channel-shaped box to 
form a floodlight, or in any number of ways. 
also 


The ingenious display designer may 


find uses tor standard strings 


innumerable 
[Continued on page 52] 
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Malcolm 
Tennent 


To say that Meier & Frank, Portland, Ore., employs 
some 3,600 persons, has an annual volume of over $15,000,000, 
and that a trip through the different departments from the 
sixteenth floor to the sub-basement is a day’s work conveys 
some idea of the size of the store—but it does not tell much 
about the nature of the organization. Perhaps the best 
interpretation of the personality of the store is found in its 
special fall and spring opening window displays, and the 
group pictured here is no exception. 

In keeping with the fashion theme of “American De- 
signers Give You Elegant Simplicity,” which was_ fea- 
tured for the 1940 autumn opening, Malcolm J. B. Tennent, 
display director, used studied simplicity as the motif for 
his window display designs. 

“In fact,” Tennent states, “we believe these displays in- 
troduce an entirely new idea in window decoration, enabling 


the shopper to centralize her line of vision . . . to have as 
her focal point the most important feature: the complete 
ensemble shown. The conventional windows have been 
shortened and narrowed by means of painted ‘frames’ in 
deep wine to match the luxurious rugs on the window 


floors. Also a series of wings create coordinated lines 
along which the eye travels. 

“This type of designing tends to bring the shopper closer 
to the feature in the window, making it easier to see every 
detail. These are such optical illusions as have been im- 





Salutes 
Autumn 


portant on the legitimate stage, which is entirely appro- 


priate because every window is in reality a stage on which 
the fashions play their parts.” 

The various display themes carried out were in series 
for certain types of merchandise. For example, a huge 
corner window given over to sequinned evening gowns por- 
trayed a mammoth window-within-a-window through which 
an urban night scene appeared as if from a_ penthouse. 
(This photograph appears on this month’s cover.) 

Wooden screens painted in leaf colorings and with leaf 
designs featured Habitmaker costumes, imported plaids and 
suits reflecting the mannish influence 

Accessories windows also carried out the simplicity 
theme, being presented on display stands which made the 
merchandise very easy to see. 

Three men’s wear displays showing Claybrooke Poly- 
chromatic stripes, coverts, and Hickey-Freeman brown suits 
were given a topical note by the introduction of the donkey 
and elephant into the background treatment 

Many of the windows had dramatic new mannequins, 
and all displays carried out autumn colorings in painted 
backgrounds and lighting effects. It should be mentioned 
that the Meier & Frank display department creates prac- 
tically every item which appears in Tennent’s displays—- 
from displayers to elaborate wood carvings. 
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os Angeles Windows 
Say it With Color 


By HERB CROSS 


"Dick" Whittington, Photographers, Los Angeles 








Could anything be more important at t}\is 
moment, in a world serious and grave, than 
the homes in which we of America are 
privileged to be ourselves, free to live as 


we will? Los Angeles window displaymen 
recognized the need of stimulating an opti- 
mistic outlook in our living in the “Autumn 
1940 Modes for the Home.” The evidence 
is in every window .. . the carnival spirit 
of the new colors, brave and very much 
alive and daring ... in the dramatic fabric 


patterns that look more like Degas and 
Matisse and O'Keeffe paintings than mere 
flowers and geometrics. 

The first window pictured is by Blu Pin- 
nell, Desmond's. It shows Desmond's de- 
signed sportswear for California living. 
Pinnell used a gargantuan architect’s tools 
including a T-square, triangle, compass, and 
drawing board to elaborate on the “design” 
theme. The compass formed an unusual out- 
line for showing some of the featured out- 
fits. The drawing board was similarly used 
as a mounting place for figures. This win- 
dow was one of those showing during the 
autumn modes of fashion extravaganza. The 
season was illustrated by golden leaves and 
new colors which American designers have 
so ably proclaimed. 

The next window is by Carl W. Ahlroth, 
The May Company, downtown. It clearly 
portrays the patriotic feeling sweeping the 
country. Old Glory has signalled our free 
dom from the housetops for some 164 years 
without fashion giving those colors the 
proper attention. Men and women are thrill 
ing to behold the little Yankee Doodle flag 
pins and bright American colors on theit 
fellow citizens. This May Company corner 
window was one of a series that employed 
that theme with many varieties of red, white, 
and blue flowers. The caption of this win 
dow read, “White and Flag-Red waves 
across the evening scene.” The mannequins 
were before a mass of blue delphiniums, 
red and white gladioluses, and ’mums. The 
entire scene was outlined in ivy. The torch 
of liberty was cut out and painted in per 
spective for the background. The other 
windows in the series carried a_ similat 
patriotic theme and also featured the red, 
white, and blue flowers. 

Another prominent store celebrated thi 
“Autumn Modes of 1940” with a “California 
Colorama in Fashion.” This corner window 
(third photograph) presents “black and pre 
miere red, fashion’s new color alliance” 

“as dramatic and exciting as an opening 
night at the Carthay.” The Carthay theatr 
is one of the most extravagant show places 


—Top display, by Blu Pinnell, Desmond's. . . - 
Center, by Carl W. Ahlroth, The May Com- 
pany. ... Left, from a Los Angeles store which 
prefers to remain anonymous. .. . (All photo- 
graphs by courtesy of "Dick" Whittington, 
Photographers, Los Angeles) — 
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—Top, from a well-known store. . . . Center, 
by Stuart Raymond, The Broadway, downtown. 
... Below, by J. Roy Stewart, Barker Brothers— 


of Hollywood, and is where many of the 
first showings are held before the celebrities 
of the movie colony. The window was out- 
standing because of the skillful handling of 
thirteen full figure mannequins, each having 
its own individual part to perform. The set- 
tings were particularly interesting because 
they were so typical of Hollywood. For 
instance, at the premieres there are always 
people of all ages clamoring for the signa- 
ture of their favorite actor or actress. In 
the window several of the models are head- 
ing, with pens and autograph books, to- 
wards the entrance to welcome a new “ar- 
rival’ who is dressed extravagantly in vel- 
vet. 

The football season had its local opening 
in the coliseum September 27 and brought 
with it the newest collegiate fashions. Maybe 
the stronger sex was primarily interested 
in the touchdowns or gridiron strategy but 
they undoubtedly found time to notice the 
striking new colors and styles their friends 
were wearing. The next window (top of 
page 11) from a prominent downtown store 
showed “Town Brown” sportswear for men. 
The display was done entirely in brown and 
amber. The feature of the window was the 
background—a_ photo enlargement of the 
coliseum entrance. The enlargement was 
done in two dimensions, each one cut out 
and placed with a small but sufficient space 
between. The space housed a number of 
amber lights which appeared to illuminate 
the front of the coliseum. 

The center window on page 11 was one 
of a series by Stuart Raymond, The Broad- 
way, downtown. It is a typical example of 
how the patriotic theme was used in many 
of the stores. The caption card in the win- 
dow read—“the Broadway believes in the 
beauty of harmony shown here in plantation 
tan with a tone-on-tone blending of family 
color.” The background had a very attrac- 
tive idea that was carried throughout the 
entire series. A cutout circle about 3 feet 
in diameter was the mounting place for the 
accessories that accompanied the merchan- 
dise. Within the circle was a shield with 
two American Beauty roses attached to it. 
Behind the mannequins was a flying eagle 
holding a banner in its mouth. The banner 
read, “the Broadway believes in American 
progress and American freedom.” 

J. Roy Stewart, Barker Brothers, devoted 
his entire series of windows to the autumn 


modes for the home. The theme for this 
series was contemporary versus traditional 
lurniture. This corner window was entitled 


“Era—a complete ensemble for our efficient 
twentieth century era created by Barker 
Brothers—designed and priced to meet to- 
day's needs.” The scene was a modern living 
room and was enhanced by a small fire 
Place built into the background. For the 
background wall Stewart used a paper which 
resembles parquetry flooring. Another no- 
ticeable feature in this display was the use 
of a mannequin dressed in a very attractive 
evening gown. Instead of distracting at- 
tention to the furnishings she added a home- 
like touch. 










DISPLAY WORLD 13 





























































DISPLAY WORLD 


OCTOBER, 1940 


State Street Goes Syvivan 


Breathtaking in her coat of many colors, 
October, exuberant as ever, appears on the 
Chicago scene. In her honor State street 
goes sylvan, its sidewalk lamp posts sup- 
porting rows of red, yellow, and green 
leafed trees in scarlet tubs. Echoing the 
mood of the month, windows wear every- 
thing from acorns to a harvest moon, and 
mannequins in bright outdoor attire pick 
their way through expanses of fallen bark, 
branches, and cornstalks or sit complacently 
beside piles of pumpkins, gourds, squash, 
and Indian corn. Only one note distin- 
tinguishes October of 1940 from its predeces- 
sors . .. the red-white-and-blue-God-Bless- 
America theme that is still out in front keep- 
ing passersby standing at attention. 

“Art critics” have been enjoying the gal 
lery of “pictures” at Carson Pirie Scott & 
Co. Staging a one-man show, J. W. Camp- 
bell lined State street with a series of fash- 
ion portraits in a variety of ingenious 
frames. In the pair of panels illustrated on 
this page, stand-up frames of painted black 
wood, with borders of gold grapes in relief, 
were dramatized by backings of wall paper 
in interesting patterns. Paper in the left 
panel carried a ship design in dusty wine 
and powder blue, and echoing the motif a 
ship's model under glass stood upon the 
black marbelized paper-covered floor of the 
frame. Paper in the right panel was vivid 
blue with gray and taupe geometric flowers, 
and silver candlesticks stood upon the white 
marbelized paper-covered floor of the frame. 
Posters in each window were dedicated to 
“Individuality watchword for women.” 
Neutral rough weave fabric curtains, flood- 
lighted from within the frames, formed the 
backgrounds for the suited mannequins. 


By KENDALL HULL 
Fred Kuehn, Photographers, Chicago 


Another outstanding display by Campbell 
and shown on the next page was a showing 
of new fall shoes, with a large and ornate 
jewel box used as the chief display piece. 
Upon the open, padded moire-covered lid a 
white poster was attached, bearing the mes- 
sage: “Gems from Our Fall Collections are 
pumps of black, fashioned to flatter your 
new silhouette. Shoes and Matching Bags 
... Third Floor.” A seated mannequin, in 
the smartest of fall outfits scrutinized one 
matching bag and shoe set, and others were 
spotted about the window, both in and out 
of the box. Gay wall paper with a design 
of chrysanthemums, half hidden, half re- 
vealed by sheer draped curtaining, gave 
color to the window. 

Over at Morris B. Sachs, Les Borofsky 








introduced a good-old-days note with a town 
pump, painted scarlet, as the center of 
terest in a women’s coat exhibit. A rustic 
bench and a generous supply of frost-flushed 
leaves were added outdoor touches. In addi- 
tion to two mannequins, a standard with a 
neon tubing outline head was used to mer- 
chandise the coats. The window is shown 
here. 

Recent Americana display in the Van 
3uren street corner window of Sears Roe- 
buck was a medley of things patriotic, 
floodlighted by red, white, and blue spots 
and overheads. Old Glory striped paper 
with a ragged edge for interest covered a 
good part of the floor and two mannequins 
were seated on fanciful military drums. A 
third drum overturned at right furnished 


Pe 


eae we hu 


“~* 


a rest for a fox scarf. Wooden outline 
stars, some three feet from point to point 
and a snowy eagle silhouetted against the 
star-studded crushed cellophane paper back 
drop with a rectangular doorway helped to 
carry out the theme. Swung across the back 
panel was an impressive striped banner 
caught just below the eagle’s wing with a 
golden cord. Hats were exhibited on white 
wire masks and shoes and other street ac- 
cessories were shown to excellent advantage. 
The window on page 15 was arranged by 
Miss McGrew in cooperation with Display 
Manager Cahill. 

Clever seasonal interpretation was a re- 
cent window arranged by D. Lesage for the 
Evanston store of Marshall Field & Co., pic- 
tured here. Center of attention were two 
large acorns, hanging like lanterns from a 
branch and topped by great oak leaves. 
Front sides of the acorns were left open 
for indirectly lighted shoe and bag displays 
on built-in shelves of glass. Floor was 


—Above, by J. W. Campbell, Carson Pirie 
Scott & Co. ... Left, by Les Borofsky, Morris 
B. Sachs & Co. ... (All photographs by cour- 
tesy of Fred Kuehn, Photographers, Chicago)— 
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—Right, by Display Manager Cahill, Sears 
Roebuck State street store. . . . Center, left, 
by J. W. Campbell. . . . Center, right, by D. 
Lesage, Evanston store of Marshall Field & 
Co. ... Below, by H. C. Bowen, The Hub— 


carpeted with fallen bark and an overturned 
leaf, and a simple poster beside a_ single 
model in a two-piece street ensemble ad- 
vised “Look at the Calendar.” Back panels 
were modernistic in design. Arthur Fraser 
is supervisor of all Marshall Field displays. 

“A Statement to Men of Military Age” is 
the heading on a poster in a window of 
Henry C. Lytton & Sons (The Hub). The 
message goes on to explain “a defense co- 
operation money-back certificate,” to be 
issued to men customers eligible for con- 
scription, guarantees that purchasers called 
for duty by January 1 may return merchan- 
dise for full credit if bought by November 
15. The window features hats and clothing 
accessories in burley brown and agate blue. 
Accentuating the color scheme is a deep 
blue poster board back panel upon which a 
blob of brown has been brushed to carry the 
white hand lettering, “Burley Brown and 
Agate Blue.” Before the panel are two 
gigantic replicas of Pall Mall cigarettes, 
two brown mesh wire display standards in 
the shape of tobacco leaves and a cluster of 
matching paper leaves just above them. 
Sawed-off sections of barrels also form in- 





teresting stands for merchandise. Perma- 
nent paneling of the window is natural wood. 
H. C. Bowen is display director for the Hub. 
The display appears on this page. 

Effective shoe window design by Camp- 
bell, not pictured, was titled “Footnote Fash- 
ions.” Legend continued: “ . . . from I. 
Miller come the new blacks to keep you in 
step with fashion.” Paneling for the win- 
dow was covered with modern vertical- 
striped wall paper in tones of apple green, 
mauve, ocean-blue, and white. Two over- 
turned square open boxes, covered with 
matching paper, were piled one upon the 
other to form a seat for a coated model and 
to act as display boxes for footwear. An 
assortment of gold and amethyst costume 
jewelry gave a glint to the exhibit. 

Display Director Fred Rude, Baskins, in- 








; troduced a whimsical bit of cartooning into 
. the store’s two front windows. Identical 
. background pieces were used for displays of 
- men’s fall clothing running the gamut from 
, hats to greatcoats. Atmosphere in each 
3 window was gained by a rustic road sign 
. on a red pole support bearing the white 
C painted letters, “Let’s Go ... It’s Fall.” 
The sign was thrust diagonally into a hollow 
stump. Holding a conference before the 
t stump were a thoughtful looking squirrel of 
. highly polished wood, and a feminine look- 
. ing bluebird in profile with an iridescent 
tear falling from her lowered eyelid. Rustic 
é clothing display standards were of green 
wood strips in trellis formations. The win- 
m dow is not pictured. 
Lawson’s YMCA windows, always well 
. done, present an especially arresting drama- 
n tization for the grill this month. The set- 
i ting is a stage with red cellophane curtains 
- being parted by two hand-painted cut-out 


bellboys about 4 feet high. Occupying the 
center of the platform before a cobalt-blue 
back panel is a very realistic looking cut- 
out of a turkey gobbler wearing a very 
Correct top hat. 
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Christmas Theme songs 








OCTOBER, 1949 











—Several types of display themes for the holidays are presented here, 
ranging from the elaborate interior to the simple, dignified goodwill 
message. . . . Texas shoppers had a right to be thrilled over the two 
interiors, the one at the upper left by Guy Malloy, Neiman-Marcus Com- 
pany, Dallas, and the other by E. J. Perrault, The Fashion, Houston. 
Malloy used Christmas trees made of clusters of tree ornaments. The 
columns were treated with long-needle East Texas pine, studded with 
ornaments. The Christmas tree seen in the distance was formed of white 





a ae — 


fox pelts. ... Perrault converted each column into several Christmas trees 
formed of snow cloth and cellophane. . . . Center, left, a candy-cane 
motif by V. M. Curto, J. C. Penney Company, Lansing. . . . Center, right, 
an idea for a Christmas ledge trim of Cannon Mills gift sets, as ad- 
vanced by Dana O'Clare, Lord & Taylor, New York City. . . . Lower left, 
season's greetings in institutional form, by Joseph Apolinsky, Loveman, 
Joseph & Loeb, Birmingham. . . . Lower right, by Del Heizer, Mabley & 
Carew, Cincinnati— 
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* WIDEROLL 


A NEW BACKGROUND ART PAPER 


TEN FEET WIDE 
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*WIDEROLL IS A HEAVY e TOUGH « tlo-POUND 
FIBRE BASE PAPER e« WITH A SPECIAL SURFACE 
FOR ALL KINDS OF ART WORK « APPLY OVER 
YOUR PRESENT BACKGROUNDS « COLUMNS, ETC. 
NO FRAMING OR PAINTING NECESSARY e 
NO SEAMS OR UNSIGHTLY JOINTS ¢ IN 


ROLLS e TEN FEET WIDE * TWELVE YARDS LONG. 


ORDER THROUGH YOUR DEALER OR WRITE 


WIDEROLL PAPER COMPANY 
4815-25 FLOURNOY STREET, CHICAGO 
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Diastic Units Win 


A number of plastic display fixtures and 
gadgets were honored by awards in the fifth 
Modern Plastics competition, just 
concluded under the auspices of Modern 


annual 


Plastics magazine. The diversity of the units 
indicates the great variety of uses for plas- 
tics in the display field. Those pictured 
here won awards ranging from honorable 
mention to top recognition 

Bas-relief plaques in the modern manner 
and executed in a modern material—Mon- 
santo phenolic cast resin—received an award 


for W. L 


Chicago. 


Stensgaard & Associates, Inc., 
Set flush in opaque panels, these 
translucent plaques were made from original 
Robert Rinehard Von 
Liski and original carvings by Carl Hals 


designs created by 
thammer. The phenolic plastic is cast in 
special rubber molds and almost any design 
or motif can be obtained. 

Forms for lighted and unlighted displays 





won recegnition for J. M. Gordon & Co., 
New York City. Fabricated of unusually 
deep drawn sheets of Lumarith, these dis- 
plays are available in all types of designs 
and forms. Flat sheets of the plastic are 
heated and pressed into shape. Fish, wild 
geese, and a large ball intended for a Christ- 
mas tree ornament are among the items en- 
tered in the competition. Recently a well- 
known shoe store in New York City used 
these decorations, cementing halves of fish 
to the windows against an under-sea back- 
ground treatment. 

Next is pictured a sign for “Gifts,” using 
injection molded Crystalite and Lucite sign 
letters by Colorvision Ads, Inc., New York 
City. The plastic letters are brilliantly clear 
and geometrically exact, fitting into a metal 
stencil and being held in position hy a flange 
at the rear. Changeable letters can be fur- 


nished. They have the peculiar property of 
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Honors 


seeming larger than they are due to the 4c 
that the aura emanating from a fluores ony 
tube seems to extend beyond the borde, 

of the letter. A similar sign is open 
bottom, allowing the light to illuminat 
merchandise below. Fluorescent lightin. j. 
used. The letters are molded by the 

Art Plastics Company, New York Cit 


A laminated plastic with designs cl i 
cally treated so that they fluoresce unde; 
ultra-violet light brought one of the top 
awards of the Modern Plastics competition 


to the Formica Insulation Company, Cincin- 
nati. The development is achieved by mix- 
ing fluorescent chemicals into the resin and 
then pressing the sheets in the usual manner 
Striking combinations of colors and_ inlay 
decorative effects are possible, since both 
daylight inlays and ultra-violet inlays can 
be combined. 

A Christmas tree in the contemporary 
manner is next. Clemens 
Scheuer, Scheuer Art Metal Manufacturing 
Company, New York City, the tree is formed 
of slender rods of Lucite turning upward 
toward the star-studded top. 


Designed by 


A sophisticated lady with hands out- 
stretched and the “Snoody Twins” unit for 
children’s accessories are pictured in the 
lower right corner of the illustration. The 
displayers are designed by Malvina Mat- 
thews and fabricated by Heiberg Manutac- 
turing Company, Bound Brook, N. J. Made 
of sheet Plexiglas, in clear form with col- 
ored Catalin decorative notes, their appeal 
lies in the imagination that was used in the 
designs. The plastic materials have been 
combined to create units that are simple 
but smart and attractive. 

In the lower left are the clever bears which 
won a top award tor Elizabeth Arden’s sum 
mer lotions displayer. The unit features 
appealing little animals, each a_ separate 
displayer fabricated in such a way as to 
support a jar of cream or bottle of lotion. 
A frosted Plexiglas is used and an air of 
femininity is obtained by covering each of 
the pieces with white lace. An essential 
was that the designs be simple, but the dis 
plavers had to be strong enough to with- 
stand much handling and reshipping, and 
sufficiently stable to support the weight of 
jars and bottles. The designing was by 


Clarissa Gross and fabrication was by 
Croasdale and De Angelis, Philadelphia. 

Formal announcement of all awards for 
entries in the competition will be made in 
the October issue of Modern Plastics, tol 
lowed by a presentation dinner at the Wal 
dorf-Astoria hotel, New York City, on 
October 15. 


—All winners of awards in the fifth annual 
plastics competition sponsored by Modern 
Plastics, these varied displayers portray graph 
ically the many uses of different plastics in 
the display field. !n nature they range from 
simple gadgets to especially prepared fluores 
cent plastic for novel effects under “black 
light— 














ee 
TO STIMULATE SALES 


THE GREATEST SELLING SEASON 
IN MANY YEARS---PREPARE NOW! 


AN 
No. N-107 BELLS No. N-106 
20” High, 19” Wide, Hook for Hangin 
s | — Dartex Composition Bells White, Foliegs EXTRA LARGE 
& oS » SANTA WALL PLAQUE 
$ -95 A JOLLY NEW TREATMENT OF THIS JOLLY OLD MAN 


EACH 
30” WIDE, 31” HIGH, in RICH PASTEL COLORS $ 50 


NON-BREAKABLE PAPIER-MACHE ......... EACH 


A GREAT IDEA FOR LEDGE 
AND WINDOW TRIMS REPRODUCTIONS OF 
A 30” Dia. Metal Ring Displayer of Open Square REAL SNOW FLAKES 


Mesh, Easel Type. Displays All Merchandise in a Re- 
freshingly Different Way, and Adds a Real Punch to No. N-109 C 


Your Xmas Trims. 


1454" Dia. Dartex Composition, White 


No. D-110-105 (Shown Below) 
: ne $959 $18°° Doz. 


Complete 


No. D-110-107 (With No. N-107 Bells in Place 
of Santa Head.) 
95 
Cont *10:22. No. N-108 TREE 


Tree in Place of Santa Head.) Complete EACH Dartex Composition, White, Tinted with Blue 


No. D-110-108 (with No. N-108 rT @ Bele) 21” High, 19” Wide, Has Hook for Hanging ih No 4 109 bE 


6 | L{e) 10” Dia. DARTEX Composition, WHITE 
SANTA HEAD EACH $1 65° 007. 


ONLY 


No. N-105 


Dartex Composition 


“I'm a full round figure with movable arms, 
and a cheery smile to catch the eye of 


No. N-109 A every passer-by.” He Makes a Real Welcoming Com- 


11” Dia. Dartex Composition, White atthe Cie Neen Ciahaninn. 


$16°° DOZ. $ 50 33” High, 24” Across, Dartex Composition, in 
] . Characteristic Red, Black and White. Arms Move 


EACH to Hold Any Kind of Merchandise. 


No. F-104 


SANTA 
FIGURE 


MAIL YOUR ORDER TODAY TO YOUR NEAREST DEALER 


LA 


CO ATLANTA HARVEY J. MAXWELL C KANSAS CITY 
te AY FIXTURE CO BUFFALO AL. HALVERSON, INC LOS ANGELES 
W ENGLAND DEC. SUPPLY CC BOSTON _— NAT SIEGEL 39 W. 37th, NEW YORK 
KOON PIRIE SCOTT & CO CHICAGO ISIDORE LEVY NEW ORLEANS 
& CO CHICAGO YLTMANNS OMAHA 
{ FIXTURE CO CINCINNATI ART R. COHEN PITTSBURGH 
FIXTURE CO CLEVELAND SEGALL & SONS PHILADELPHIA 
ISPLAY MATERIALS DULUTH GARRISON-WAGNER C ST. LOUIS 
FIXTURE CO DALLAS CHAMPION DISPLAY MATERIAL SEATTLE 

» SUPPLY GO INDIANAPOLIS C. BARRANGO & CO SAN FRANCISCO 
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The newly enlarged Vandever Dry Goods 
Company held its formal opening in Septem- 
and turned out en masse in 
tribute to a 


integral 


ber, Tulsans 
which has 


the city’s life for 


spontaneous store 


been an part ol 


nearly a half-century. The opening night 
heralded by the 


and an 


was local news- 
institu- 


Gaser, ad 


widely 
series of 
John 
to dramatize the 


papers, excellent 


tional advertisements by 


vertising manager, served 
event. 

The opening was scheduled for 7:30 p. m. 
of the 


in Tulsa turned out. 


and one greatest crowds ever recorded 
From the moment the 
doors swung open until they closed again a 
30,000 
women and children passed through the va- 
floor 
addition to Vandever’s— 
a complete men’s store. 

\mong the 


few hours later, an estimated men, 


rious entrances. every was crowded, 


especially the new 
notables who attended were 
the governor of the state and the mayor of 
the city. 

The crowds were entertained with music, 
and flowers were on hand for the ladies and 
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By RICHARD A. STAINES 
Vandever Dry Goods Company, Tulsa 


cigars and cigarettes for the men. The en- 


filled 


other 


huge 
flowers merchants and friends 
of the One of the highlights of the 
evening was the presentation of a gold cup 
to the Vandever behalf of the 
employees, celebrating sixteen years in our 


tire store was with 
from 


store. 
brothers in 


new building and thirty-six in Tulsa. 
Special window displays were prepared for 
Before the 
entered the store itself they were attracted 
by twenty-eight windows, including ten de- 
voted to men’s wear. 
that of the beauty of 
decoration, but in the 
in this 


the opening, of course. crowds 


The central theme was 
autumn 
fashions to be worn 

beautiful of num- 

ber of the displays for this occasion are pic 


not only in 


most seasons. A 


tured here: ladies’ evening wear, furs in un- 


—Vandever's display department is under 
the direction of Richard A. Staines, whose 
first assistant is Mrs. Staines—probably the 
only man-and-wife team in retail display— 


f 
4 
i 


baskets of 
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ew Vandever’s 


usual settings, men’s evening clothes, 
cosmetics. Other displays were devote 


ladies’ coats, dresses, lingerie, girls’ 
boys’ apparel, men’s street and sports cli 
and furnishings, rare perfumes, toiletries 
finest of linens, and similar merchandise 

and spotlights were used 


dramatic lighting effects, and our new 


ored plain 
dows for men’s wear attracted especial 
tention because of their fluorescent lig] 
the only department store in Tulsa ti 
so equipped. 
without 
quality 
emphasis on fashion, 


saying that all apparel 
merchandise, with the 


It goes 
shown was 

Our customers still comment about the tine 
impression these displays made on people in 
all walks of lite. One especially gratifying 
thing resulted from this: the good will cre- 
ated, in addition to the dollars and 
coming from = actual The displays 
interpretated to the residents of 
the story of what the greater Vandever store 
stands for: “The 
Oklahoma.” 


cents 
sales. 
our city 

astern 


fashion store of 
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Cheer Up 
finliday 
PROFITS 
with 


ACE 


Christmas 
Displays 


COMBINATION No. 01 — Rich painted “Ty a ‘ ‘ 8 L. 
deckle edge panel 49 x 70” of JOLLY Bb St RE your ( hristmas Holly, beautifully painted in 5 colors on 





SANTA in 5 colors on Aqualite Blue panel of Xmas Blue VELVELUR, 


Non-Inflammable CRYSTALU R. For mounted on Horizon Blue, making a 
background, a roll of size 87” x 18’. displ LV S he ive the it cert un panel eg oon VEL _ —_ Bs — 
White Sparkling Non-Inflammable CRYS- ie 4 eae é nee grounc in Red or ue 
TALU Re Complete Display for $7.75. EX’ . RA charm and cheet eee Complete for $7 


EXTRA sparkle to swing 
COMBINATION No. 03—Design “Peace = : COMBINATION No. 04—Sleigh Snow 
on Curt My 5 colors ° a —— EX | RA business vour wav! a. — vg) Xmas Ra A th 
VELVELUR. 49 x 70”, deckle edge. For - - yanel size 49” x 70”, deckle edge | 
doe hone a roll of Xmas Blue - Red Do it by choosing’ your holidav For background, a ro Ml of VEL VELUR | 
Non-Inflammable VELVELUR 87” x 18’. @ : S 2 a) in Xmas Blue or Green. Complete for 
Complete for $7.75. $7.75. 


display materials from the new 
ACE VELVELUR catalog 
style leaders in 1940 Christmas 
papers and panels. 


The four designs presented here 
give but a glimpse of the wealth 
of ideas, beauty and inspiration 
in the ACE Christmas line. See 
the stunning new styles in glis- 
tening bells, trees, holly and ex- 
clusive “sparkling”? numbers. 
lead the way in smart display. 
Write for the FREE ACE 
CATALOG today. 





ACE PAPER CO., INC. 


Display Division 
Dept. 19, 426 West Broadway New York, N. Y. 
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LUMARITH CHRISTMAS BALLS 





CLEAR e RIGID e TRANSPARENT PLASTIC 
12 INCH DIAMETER ---9 INCH OPENING 


CAN BE ADAPTED TO ALL CHRISTMAS DISPLAYS 
e WINDOWS — LEDGES — CASES — COLUMNS 


BLISS DISPLAY CORP. 


460 WEST 34TH STREET, NEW YORK CITY 
WRITE FOR CHRISTMAS CATALOGUE 














/ 
THE MIRROR THAT BENDS 


MIROFLEX 


(PATENTED) 
America’s NEW Sensational Display Medium 
IN ALL THE COLORS OF THE RAINBOW 










Flexible, Heatproof, Waterproof and Non-Corrodible. For outdoor or interior 
display. Comes in strips %” to 18” wide in Clear, Blue, Gold, Pink, 
Green and Combinations Special colors to order. Add glamour to your 
Holiday Displays. Tests prove that MIROFLEX attracts more attention and 
actually moves merchandise Modernize with MIROFLEX. Also Miroflex 
Cement for Best Results. 


write ror rower HUDSON SPECIALTY CO. 


wat: seed 467—11th AVE., NEW YORK CITY 
DISTRIBUTORS WANTED Phone—Bryant 9-3720-1-2 
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London Displaymen 
Carry On 


Information received from Edward \. |, 
Grieve, display director, Harrod’s, London, 
indicate that English displaymen continu« to 
carry on with their usual nonchalanc: jn 
the face of repeated German bombing raids. 
The letter states: “We are having a little 
excitement here with air raids. They are 
rather a nuisance, but everyone is cheerful 
and really more disgusted than anything 
else. We are carrying on in spite of every- 
thing and I think you and my friends over 
there, to whom I extend my sincere and best 
regards, will perhaps like to read the en- 
closed cutting.” The clipping referred to 
was from an English paper and announced 
the appointment of Grieve to the distinction 
of Royal Designer for Industry for his dis- 
play work for Harrod’s. Grieve was re- 
sponsible for the decor at the last British 
Industries Fair, at which time he was pre- 
sented to Queen Elizabeth. 





Speaker Points Out 
Display Circulation 

Addressing a meeting of the Associated 
Chain Drug Stores at the Hotel Biltmore, 
New York City, recently, Fred J. Griffiths, 
secretary of the National Association of 
Chain Drug Stores, gave specific examples 
of display circulation in several cities. “In 
Cincinnati,” he said, “a city of less than 
500,000 population, 120,000 people pass the 
stores of a drug chain in that city daily. In 
Dayton, having 200,000 population, three 
stores of a chain there have 41,000 passersby 
daily, while chain units located on key cor- 
ners in New York and Chicago have a street 
traffic of 100,000 or more every day.” 


Warren Haskell Joins 
Bulkley, Dunton 


Bulkley, Dunton & Co., 295 Madison ave- 
nue, New York City, has announced the ap- 
pointment of Warren B. Haskell as_ special 
sales representative for the firm’s display 
paper division, which is under the manage- 
ment of John D. Wilson. Haskell was for- 
merly in charge of national display produc- 
tion for Eastman Kodak Company at its 
New York City branch. 





Department 
Of Correction 


An item in the August issue stating that 
Ralph Sheehy had accepted the position of 
display manager for Morton Coy, Inc., Bing- 
hamton, N. Y., referred to him as formerl) 
display manager for Hills, McLean & Has- 
kins, of the same city. This was incorrect, 
as Carl A. Johnson has been in charge of 
display for the latter firm for a number of 
years and so continues. 





Spun Glass Available 
In Colors 

Friedrich & Dimmock, Millville, N. J., is 
now making spun glass (glass silk) in vari- 
ous colors in response to a demand for man) 
stores which have used the material in white 
The firm’s New York City location is at 7 
East 42nd street. 


oc 
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HERE’S THE ANSWER 
e= TO GREATER COVERAGE 
| “~ FOR LESS MONEY! 


THREE DIMENSIONAL CHRISTMAS FIGURES 


You can use them for friezes, ledges, cases, columns, elevator banks, toy departments—wherever you need a smart inexpensive Christmas decoration. 











SANTAS and REINDEER FRIEZE . . . Santas 36" high, leaves 16" long. One set as shown covers space 4° high x 14° long. 
One Set, (12 pieces) 3 Santas, | Reindeer, 8 Leaves . . . . $2.50 


ite stock. 
ae Se ee eT 3 Sets to a carton (36 pieces) (covers wall space 36' to 42' long) 6.25 


CHRISTMAS CAROLERS and MUSICIANS ..... Three dimessional self-stending fiouwes 14" hich 2 6° Glemetee 
Per set of sim figures . . 1 2 es te st ls ew ORS 
Three sets of figures to a carton (18 figures) . . 5.95 





Xmas Red on White Stock 











WRITE FOR CATALOG 


Styled by BLISS DISPLAY CORP. 460 West 34th Street, N. Y. C. 
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Loewy Designs Dress Salon 


By the adroit use of light and _ color, 
Raymond Loewy, one of the foremost con- 
temporary American designers, has produced 
a setting that combines an atmosphere of 
unusual feminine charm with a sense of 
drama in the new Dress Salon of L. Bam- 
berger & Co., Newark. It would be difficult 
to imagine a background that would com- 
plement the latest creations of American 
dress designers more vividly than this new 
section of the well-known store. 

Instead of confining himself to the more 
usual one-room type of shop, Loewy has 
divided the new salon into three distinctive 
parts. There is a room for misses’ dresses, 
another for evening clothes, and a third for 
women’s fashions. Yet all three are so 
cleverly coordinated by contemporary use 
of color and line that each room flows into 
the other with no feeling of a break. 

The entrance reveals a room in which 
neutral sandblasted oak and bleached wal- 
nut panels and woodwork form a_ subtle 
background for blue, chartreuse, and jade 
green furniture. The wall-to-wall carpet is 
a soft taupe. The ceiling color is a quiet 
gray-green. The lighting is such that the 
entire shop is bathed with a soft, pleasant 
light. 

The evening shop has two completely mir- 
rored walls. The other two are of a deli- 
cate pink, curved to make the room look 
considerably larger than it is. A black 
ceiling and gray-green carpet are used here. 
The furniture consists of two rose sofas 
and a quartet of side chairs in sage green. 

In the women’s room, taupe carpet has 
been used in conjunction with beige walls 
covered with a moire paper. In this room 
Loewy has effected a hung ceiling in white 
below the actual ceiling of deep midnight 
blue. Full-length mirrors reflect apricot col- 
ored chairs at either end of the shop. Near 
the windows are two niches, draped with an 
interesting white fabric. 

Throughout the entire three rooms pro- 
vision has been made to highlight new man- 





nequins specially designed for the Dress 
Salon. They are extremely lifelike in ap- 
pearance. 

A powder room has been provided where 
customers may freshen’ their makeup. 
Creams, powders, lipsticks, and rouge in a 
variety of shades are provided from the 
store’s own brand of cosmetics. The powder 
room boasts four separate dressing tables 
and chairs. The floor is of white rubber. 
Three walls are soft pink, the fourth is in 
stripes of silver, pink, and white. The 
chandelier is decorative crystal. 

There are twenty-one fitting rooms con- 
nected with the salon. They are painted in 
pink, blue, or pale green with white-and-gold 
or blue-and-gold wallpaper. Simulated me- 





tallic leather covers the light blue, wine, 
gray-green and deep blue chairs. 

Accessories to the beautiful new clothes, 
beginning at $25 and ranging upward to 
several hundred dollars, are also displayed 
in the shop in interesting cases designed by 
Loewy. 


New Branch Office 
For Eldredge 

Eldredge Sales Company, 110 East 42nd 
street, New York City, has opened a branch 
office at 228 North La Salle street, Chicago, 
in order to better serve the firm's cus- 
tomers in that territory. The office is under 
the supervision of Everett L. Otto. 
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Dress up for greater holiday sales! Bring that friendly atmos- 
phere of Christmas-giving to your store with Sherman 
display materials. New materials . . . new ideas to fit your holiday display 
needs. With them you can create display effects that get attention, focus 


eyes on your merchandise, and create sales. 


WISE MEN MURAL 


(above left) a dramatic yet dignified panel for backgrounds. 40” wide by 84’’ high. Processed on Nu- 
Craft Board in light and dark blue, yellow and black. 43R per mural, $3.75. 


WREATH AND CANDLE SET 


(above center) three-dimensional display unit, easy to assemble. 24” in diameter, of heavy board and 
Tone-Craft, in green, red, and yellow. #40, per box of four, $3.75. 


STARLIT TOWERS 


(above right) three-dimensional display set, smart in appearance. 5 feet tall, 74 feet wide. Wings may be 
curved to fit available display space. Processed in light and dark blue, red, and gold on white Nu-Craft 
Board. Sturdy. Easy to assemble. Complete with supports. #125E, $5.95. 


SANTA CLAUS CUT-OUT 


(right) beautifully lithographed in six colors, self-standing, 62” high, looks like a real man. 7196, each $2.50. 


Get the complete picture of these and other holiday panels, printed Design Craft 


rolls, icicles, 6«foot Nu-Curve, the new Jumbo column caps, plus hundreds of 
other ideas in the new Sherman CHRISTMAS DISPLAY GUIDE. 
Write for your FREE COPY. 


SHERMAN PAPER PRODUCTS CORPORATION 


NEWTON UPPER FALLS DEPT. D-10 MASSACHUSETTS 


MAKERS OF CORRUGATED DISPLAY SPECIALTIES 
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Seasonalde Ideas... 











By EVERETT SCROGIN ——_—_—_ 





Concealed 
colored lights—~ 


Silver stars 




















and silver trim 
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cutout: 


Attach cotton 
for white trim 





Suggested colors for 
Santa Claus poster or 


Cap, coat and trousers 
scarlet; bag, boots, belt 
and mittens russet. 








‘STATIONARY OR ANIMATED JoYLanD NoveLty: 


Heavy green 
paper, rolled 
into acone. 
Mirrorglass 
for shelves. 
Add trim 





















Most Women Prefer: a 
LRED 2.VIOLET 3.GREEN 2 


ff Most Men Prefer: 
SY. .BLUE 2RED 3.VIOLET 
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Osterland Elected 
For Third Term 

The annual election of the Cleveland Dis- 
play Club was held recently at the Allerton 
hotel, with Edward Osterland, Taylor's, be- 
ing reelected to the presidency for the third 
consecutive time. He will be assisted by 
Michael Dai, The Lindner Coy, vice-presi- 
dent; Carl Knox, Mayer-Marks Company, 
secretary, and Collen F. Darragh, Fred Har- 
vey's, treasurer. C. H. Fadem will have 
charge of publicity. 

In accepting his office, Osterland said, in 
part: “We want men in this organization 
who understand that with every meeting 
should come the opportunity to present new 
ideas, exchange thoughts, correct old plans, 
profit by old mistakes, lay new plans for the 
meetings ahead; men who will present talks 
and demonstrations that are really educa- 
tional and directed to those engaged in this 
field. Each meeting should have a worthy 
objective, free from friction, and should pro- 
mote good will and continued attendance at 
future meetings.” 


Cromwell, Kehrt Winners 
In Symphony Contest 

First prize in the larger stores division 
‘of the annual display contest sponsored by 
the Cincinnati Symphony Committee has 
been awarded to Cogswell Cromwell, The 
H. & S. Pogue Company, in the form of a 
silver trophy. Second place went to Del 
Heizer, Mabley & Carew, and third prize to 
Andrew Matzer, Rollman & Sons Company. 
Honorable mention in the same division went 
to the Cincinnati Gas & Electric Company. 

In the smaller stores and specialty shops 
classification, Russell C. Kehrt, Jenny’s, Inc., 
won first prize, followed by the L. M. Prince 
Company, and Earl Schube, LaMode. A 
number of excellent displays by other stores 
in this group were accorded honorable men- 
tion by the judges, as follows: R B Clothes 
Store; Bogie De Bow Hat Shop; Herch- 
ede’s; Merland-Weigele; Henry Harris; 
Crain-Shepard, and the Lawton Company. 





New Catalogue Deals With 


Fluorescent Fixtures 

The Hygrade Sylvania Corporation, Mira- 
lume division, Ipswich, Mass., has just re- 
leased an interesting catalogue of fluores- 
cent lighting fixtures for various types of 
application. Included are photographs of 
typical installations, tables dealing with the 
use of fluorescent lighting, and related ma- 
terial. A limited number of copies are 
available on request. 





Norristown Firm 


Wins Award 

The Schuylkill Valley Line, Norristown, 
Pa., has been awarded the first prize offered 
by the magazine Bus Transportation for the 
best bus travel window display. 





Al Parke Rejoins 
Old King Cole 
Alfred G. Parke, well-known designer and 
artist who has been on leave of absence 
from Old King Cole, Inc., Canton, Ohio, has 
rejoined the firm to assume charge of the 
Chicago office in the Merchandise Mart. 
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Steps inte the Fall Picture 
—in a Myriad of Colors 


New beauty and new eye-catching color effects in Fairy Forms give 
them an important place in shoe displays for Fall and Winter. The lively 
and captivating colors literally pack every shoe or pump with glamour. 
They add an exotic touch in keeping with the smart lines of the new 
shoe styles. 


Ankle-Hi Fairy Forms are now offered in 6 foot styles, 6 heel heights 
and 6 standard colors—with other colors galore. The standard colors 
include all popular shades—flesh, black, ivory, pink pearl, white pearl 
and gun metal. In addition, there is a practically unlimited variety of 
other colors—plain and pearlescent. The foot styles are designed for 
shoes with heel heights ranging from 0/8 to 24/8. 

Fairy Forms have every feature desired in display forms—daintiness, 
light weight, resiliency, washability and long wear, and they are money- 
makers, as well as money-savers. 

Let us send you an advance copy of our Ankle-Hi folder, showing the 
new forms in actual colors. Send your name now and receive your copy 
in advance of our regular Fall mailing. 


SHOE FORM CO. Inc. AUBURN, N. Y. 


PLAIN-TOE TU-TOE TWINKLE-TOE 
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The recent National Retail Dry Goods 
Association survey, as published in last 
month's DISPLAY WORLD, showed that 
the average display appropriation was in- 
creased 2 per cent in 1939 over the previous 
high in 1938. The I. A. D. M. Budget sur- 
vey given here will show some of the ways 
in which the increase was promoted and will 
offer a number of indications that display 
appropriations are to be greater from year 
to year until display has reached a maxi- 
mum of production per publicity dollar 
spent. 

I do not pretend to tell our members how 
they should operate their expense accounts. 
However, I believe that the following infor- 
mation will clarify some of the advantages 
in a display manager having the answer to 
every question on expense. I also believe 
that even though a firm does not confide in 
its display manager, they must have some 
method of knowing just how much they can 
afford to allow without over-spending on 
displays in order to operate efficiently and 
obtain the greatest amount of results for 
the amount they expend. 

This report would indicate that the ma- 
jority of retailers who use a budget have 
seen the necessity of better display work 
and advanced beyond the old theory that 


By JOHN L. KING 
Managing Director, Washington 


display expenditures should be based on 
arbitrary percentages of volume. Of course, 
we suppose that must have been their origi- 
nal method of determining display expendi- 
tures, but retailers have not been held down 
by any such figure and have exceeded these 
percentages by reason of necessity and keen 
competition. 

In reply to our question regarding plus 
budgets, after studying the figures received, 
the average plus budget seems to me to 
amount to approximately 8 per cent of the 
standard budget and is created through 
necessity on special promotions. This 8 per 
cent is an interesting figure, because these 
figures also indicate that the greater num- 
ber of displaymen who operate on a plus 
budget do not exceed the total amount al- 
lowed them, while the greater number who 
do not have a set amount for a plus budget 
do exceed their standard budget, so that 
their expenditures are not fully controlled. 
The man who has the plus budget seems to 
understand better what he is doing with his 
money. 

Mannequins offer an interesting question 
as to whether a display department shall be 
handicapped or not in its efforts to do a job 
on a par with competitors. Mannequins are 
definitely store fixtures. They are fixtures 








l. A. D. M. SURVEY OF BUDGETS 


50 per cent of our display managers 
have their budgets set up on a six 
months’ plan. 

35 per cent have their budgets set up 
on a twelve months’ plan. 

5 per cent have their budgets set up 
on a quarterly plan. 

10 per cent of our display managers 
have no plan at all. 


50 per cent of our display managers 
report that their budgets are arrived 
at through their recommendations on 
the amount of work to be accom- 
plished. 

45 per cent report that budgets are 
arrived at by taking a percentage of 
the total publicity dollar. 

5 per cent seem to be rather vague 
as to just what method is used to 
plan their expenditures. 


33'3 per cent of our display man- 
agers answer that they have a plus 
budget. 

66° per cent reply that they do not 
have a plus budget. 

Average plus budget amounts to ap- 
proximately 8 per cent of the standard 
budget. 


50 per cent of our stores are charg- 
ing mannequins to either a fixture ex- 
pense account or to a plus budget. 

50 per cent of the modern retailers 
have admitted that their display budg- 


ets are not sufficient to meet competi- 
tion desirably. 


25 per cent of the stores charge 
mannequins to a fixture expense ac- 
count. 

25 per cent charge mannequins to a 
plus budget. 

50 per cent charge mannequins to 
the current budget. 

51 per cent of mannequins bought 
are amortized over periods of from 
one to five years. 


25 per cent of the average display 
budget is spent for display salaries. 

25 per cent is spent for interior sal- 
aries, 

10 per cent is for sign shop salaries. 

15 per cent on the exterior. 

18 per cent on the interior supplies. 

5 per cent on sign shop supplies. 

2 per cent for traveling. 


Stores that change their windows 
twice per week do the largest volume 
per number of windows. 

Stores that change their windows 
once a week do the next largest vol- 
ume per number of windows. 

The only store that changed its win- 
dows just once every two weeks 
dropped so far below the other stores 
in volume per number of windows that 
it is a wonder that they can stay in 
business. 








without which the store does not consider 
opening. They are fixtures just as display 
show cases and sales tables for the interior 
are, because of their importance and con- 
stant use today in the modern store. Hence 
50 per cent of the retailers are charging 
their mannequins to store expense. This is 
further analyzed when we learn from sta- 
tistics that 25 per cent of the stores charge 
mannequins to a fixture expense account. 
Twenty-five per cent charge mannequins to 
a plus budget. Watch that plus budget! It 
is the opportunity of the displayman to 
do greater things. It should sell itself to 
the retailer because if the plus budget allows 
for super-promotions, it compels the display- 
man to create something more unusual than 
the average display in order to receive this 
plus budget allowance. The displayman 
charging mannequins to a separate account 
has an opportunity to slip just a little bit 
ahead of his competitors. 

The division of expenses is interesting 
inasmuch as it proves that an equal amount 
is being expended today on interiors in 
comparison with window displays. It is 
also interesting since it indicates that one- 
sixth more is being spent on interior mate- 
rials than is being spent on window display 
materials. 

We find further that 25 per cent of our 
display managers actually do not know what 
their approximate volume is; that 25 per 
cent more withheld this information when 
they answered our questionnaire because 
they felt it was not proper to give it out; 
but we have ascertained that the average 
store considered in this survey ranges from 
one to ten million in volume. 

I recall an example shown to me of four 
stores that were each on a corner of the 
same intersection. Three of these stores 
used an excessive amount of newspaper ad- 
vertising. The fourth store did not use such 
a great amount of newspaper advertising, 
but it made its displays so interesting that 
when a customer came to that intersection 
in response to the advertisement of any one 
of this group of stores, she was so charm- 
ingly invited through the window displays 
to come inside that the percentage of in- 
crease in sales proved greater than that of 
the other three. 

One of our correspondents advises that 
he has no budget and if he should ask for 
one, and if former expenditures were ascer- 
tained, there would immediately be a request 
for reducing expenses. However, this dis- 
playman also states that he has no difficulty 
in obtaining expenditures for special promo- 
tions, so that he is contented to operate 
without a budget. 

We know that the store does not have to 
spend anything at all on window displays 
unless it wants to. However, as long as 


stores do spend money for display promo- 
tions, let us continue our efforts in analyzing 
the value of these expenditures so that 
American retailers can get the most out o! 
their investment. 
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SHAKE HANDS FOLKS! 


WATCH ME BOW, WAVE, SMILE 
I LISTEN, LAUGH, TALK AND SELL! 


MECHANICAL SANTA 


eLife-like action: Bows, shakes hands, moves 
lips. Looks, acts like real Santa. 

















@Realistic speech: 2-way sound connection 
permits kiddies and Santa to carry on full 
conversation. 


e@Size: 3 ft. 6 in. height. Weight: 50 lbs. 
ePrice, complete only. . 

Shipped F.O.B. Canton, O. 7150 
WRITE OR WIRE TODAY. Life-size Santas 


also available—on rental basis. 


MECHANICAL MAN, INC. 
745 Fifth Avenue, New York 
MECHANICAL MAN-A-KINS for point of sale display 
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It is the purpose of this article, as well 
as two subsequent ones to appear in the 
issues of DISPLAY WORLD tor Novembet 
and December, to define and explore the 
fundamental types of dramatized display set 
tings. Displaymen have been using the 
dramatic setting for 
but through 
to gain a 


nature, purpose, limitations, and possibilities 


time, of course, 
definition it is 


concept of the 


some 
analysis and 
possible clearer 
of the three basic types involved. 

It should be said right at the outset that 
intentions of becoming “long- 
haired” and technical about a 
subject which is, after all, a relatively simple 
matte! The three will be kept 
brief, intentionally, and each will be illus- 
trated with typical sketches to portray the 
being discussed. 


we have no 
pompously 


articles 


particular type of display 

We realize that retail display has one spe 
cific and highly important function and that 
is the combination task of selling the mer 
chandise and the institution at the same 
That is the goal of all good display, 
of this 


time 
but for the 
are more concerned with the means through 


purposes discussion we 


desirable end is attained. 
display should be 


which this 
Hence 


considered as a science and it therefore fol- 


this statement: 
lows that good displays should (after care- 
according to a 
formula. 


ful analysis) be designed 
artistic and 
And it might be mentioned 
from a formula” 
cut-and-dried displays which are completely 
static in nature. It is the ability of the dis- 
playman and the way in which he interprets 
customer — that 


psychological 
that 
does not necessarily mean 


le PC al 
“working 


the merchandise to the 


breathes life into any display. 
There are three fundamental types of dis 


play: 


DISPLAY WORLD 


Dramatized Display Settings 


By W. L. WARDRIP 
Hahn Shoe Company, Washington 


Dramatized “straight” presentation. 
Dramatized “realistic” presentation. 
Dramatized “fantastic” presentation. 
is one other type of display which 
makes no use of dramatization of any kind. 
This is the kind of display which W. L. 
Stensgaard has so aptly described as: “mer- 
chandise not displayed, but simply exposed 
to view.” The less said about this kind of 
display the better, and we will not concern 
because of its limited use 
It has no place in mod- 


ourselves with it 
and feeble function. 
ern retailing. 

Each of the three display styles possess 
characteristics which are definitely suited 
to the individual need of different organiza- 


tions. The requirements of the individual 
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store of course are governed by the type of 
merchandise handled, location, local factors, 
and the “class of trade.” A form of display 
which might be eminently satisfactory for 
one store might be exactly the reverse for 
another. 

Taking up the three forms of display in 
order: “straight” display is completely func- 
tional, has very little embellishment, and is 
characterized by simplicity of line and mer- 
chandise arrangement. 

At its best there is a dynamic arrangement 
of masses in irregular or symmetrical bal- 
ance. Usually “props” and merchandise are 
presented in two or three planes, although 
sometimes in only one. 

Geometric arrangements 


and mechanical 


repetition in merchandise placement make 
for a pleasing and incomparably legible dis- 
play. A legend or sales message of tele- 
graphic briefness and flat poster style illus- 
tration combine to make a most direct and 
forceful type of display. 

The second variety, the “realistic” presen- 
tation, will be discussed in the second article 
of this series. 


Walter Smith Enters 
New Field 

Until recently an associate of Tom Lee 
in the display department of Bonwit Teller, 
New York City, Walter Smith has resigned 
to enter the display counsel and free lance 
field. He will maintain studios at 76 East 
56th street. 


—In this first of three articles discussing fun- 
damental types of display, Wardrip covers the 
dramatized "straight'' presentation. Articles 
in the November and December issues will 
deal with "realistic and ‘fantastic’ presen- 
tations. The sketches are by the author and 
illustrate his ideas on the “'straight'’ type of 
display— 
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ideas From Esquire 


A number of novel display ideas were 
embodied in the unique “exposition store” 
conducted in New York City by Esquire 
magazine during the holidays last year. 
Dubbed Christmas Fair,” the 
project had for its purpose the pleasant 
thought of enabling the Christmas shoppers 
to pre-plan and pre-organize their entire 
gift-giving program at one time. 

Planned by Robert Heller, industrial de- 
signer, the Christmas Fair was both modern 
and functional. It was rather a store of 
displays than a shop of the conventional type 
in that the whole idea was to perform a 
consumer service—to take the shopper and 
show him how to lay out and organize his 
Christmas shopping at one fell swoop. 

The Christmas “shopper” entered by way 
of solid glass Herculite doors, flush with a 
16-foot glass front. Entering the store, the 
shopper passed through another set of Her- 
culite doors, which formed a vestibule. The 
walls of the vestibule were dark maroon. 
Gun-metal linoleum covered the floor, and 
there was a gun-metal mirrored wall at the 
right. A theatrical-type drape, eggshell and 
maroon satin striped, together with a green 
ball in which was placed the spotlighted 


“Esquire’s 


Esquire cover character, was the sole win- 
dow decoration. 
Dramatic lighting illuminated the floor 








and displays. There was no overhead light- 
ing of any sort. The dark brown, deep gray- 
blue, and gray-green walls were illuminated 
by pin spots, “Lekolites,”’ and Zeon lights. 

Among the unusual and dramatic displays 
were a giant satin and tulle cushion on 
which wooden, simulated pins were stuck, 
and on which were mounted suggested gifts 
for women; a giant coat hanger, forming 
the men’s section, from which were sus- 
pended smaller hangers and various articles 
of apparel for men; a large prop tree, whose 
trunk and limbs were bound with various 
leathers, and which featured leather gift 
ideas for men; a white and blue dotted violin 
case, on which were displayed musical 
items and associated gifts and games; an 
ingenious vari-colored fountain, featuring a 
splash of various colored liquor bottles; a 
stylized display in the form of a man’s fig- 
ure made of shelves on which toiletries and 
the like were placed at various levels cor- 


—Above, left, men's robes were displayed 
on a giant hanger. . Right, a general 
view of the "Christmas Fair," showing the 
way in which the different displays were 
divided. . . . Close-ups of three displays are 
pictured below. .. . Left, shaving equipment. 
... Center, gadgets. . . . Right, tobaccos— 





responding to their usage; a transportation 
and luggage display, featuring a trunk with 
wings of red feathers. 

The second floor featured all manner of 
gifts for men and women, and _ included 
rooms devoted to musical instruments, such 
as radios, combination radio and _ phono- 
graphs; a household room, with refrigerat- 
ors, tables, games, and various appurtenances 
for the home. 

An adult puppet show, termed a “Glama 
Drama,’ and featuring Esquire’s cartoon 
and editorial characters, gave eight-minute 
performances at regular intervals through- 
out the day on a stage especially provided 
at the rear of the first floor. 

The “store” was attended by six Gift 
Counsellors—young Esquire ladies selected 
for their intelligence, charm, and_ good- 
looks. Folders, known as Esquire Gift 
Selectors, were provided by the magazine to 
assist visitors in charting an entire gift list. 
Space was provided for the name of the 
product seen, its price, the persons for whom 
the various gifts are chosen, and the retail 
stores where the article could be purchased. 
Other folders offered to the consumer had 
information on the trimming of Christmas 
trees, hints on modern packaging, and 
recipes for Christmas drinks, puddings, and 
sauces. 
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Spring Woolen Colors 
Have Native Themes 

Hazy muted tones inspired by America’s 
great national parks and spirited aboriginal 
colors suggested by the picturesque arts and 
craits of our North American Indian tribes 
constitute two important features to be 
highlighted in the advance woolen collection 
for spring, 1941, to be issued shortly to 
members of The Textile Color Card Asso- 
ciation according to Margaret Hayden 
Rorke, managing director. 

The Indian’s love of color will be vividly 
reflected in a group of primitive hues de- 
rived from original sources, including the 
dramatic costumes, headgear, masks, and 
other decorations as well as beads, charms, 
and other ornaments, as well as handicratts 
such as pottery, basketry and rugs. 

The National park colors will comprise 
soft shades inspired by America’s beautiful 
mountains, canyons, deserts, valleys, and 
lakes. The woolen collection will also por- 
tray the leading basic shades. 

The association’s shoe and leather card 
for spring, 1941, will carry five new colors: 
Colony brown, Patio beige, Old Glory red, 
Old Glory white, and Old Glory blue, the 
last three being the shades of the American 
flag. The six repeated colors are Conga 
brown, Bluejacket, Airway blue, Toffee tan, 
Turftan, and Varsity green. 


States Again Divided 
On Thanksgiving Date 

Thirty-one states will celebrate Thanks- 
giving day in 1940 on November 21, which 
is the day to be designated by President 
Roosevelt, according to a poll of governors 
made by the Association of National Adver- 
tisers, New York City. Sixteen states will 
adhere to the traditional day—November 25 
this year—and one state, Wisconsin, is still 
in doubt. The states designating November 
28 are: Arkansas, Connecticut, Florida, 
Iowa, Kansas, Massachusetts, Nevada, New 
Hampshire, North Carolina, Oklahoma, 
Pennsylvania, Rhode Island, South Dakota, 
Tennessee, Vermont, and probably Maine. 


"Sno-Board" Is 
New Product 
A new display development known as 
“Sno-Board” has just been introduced to the 
field by Maharam Fabric Corporation, 130 
West 46th street, New York City. In the 
form of snow-effect mats 3 feet wide and 
6 feet long, the product is furnished in a 
full range of seasonal colors. Samples and 
complete information are available. Another 
creation by the company is known as “Vel- 
vetile’—attractive sheets with silver and 
colored flitter on plain and foil boards, also 
available in a number of new colors. 


New Business 
Is Formed 

B. Wolburg, formerly with Botanical In- 
dustries of America, Inc., New York City, 
has formed his own firm under the name 
Bonafide Display & Decorative Company, 
655 Sixth avenue, of the same city. The firm 
specializes in natural and prepared botani- 
cals for display purposes. 
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BAR-KRAFT 


Acclaimed By America’s Displaymen 


for its economical answer to the search for a simple 
method for creating realistic bark effects for many 


types of displays: 


RUSTIC — OUTDOOR 
SPORTS —NATURE 
VACATION — SEASONAL 


ALSO IDEAL FOR 


INTERIOR DISPLAYS INTERIOR SHOPS 
HALL DECORATIONS EXHIBITS 








One of a series of displays by Otto Lasche, displayman for Kline’s, 
St. Louis, Mo. Trees made of cardboard covered by BAR-KRAFT. 


Comes in Gallon Cans @ Easily applied to any shape, surface or 
form ® True Bark Effect in two-tone color ® Self-forming ® Green 
and Brown now available in White for Christmas and Winter 
Displays. 

Cash Prize Contest for the best Bar-Kraft Displays. 


For full particulars write Bar-Kraft} Company. 


ORDER FROM YOUR JOBBER OR DIRECT 


136 PAUL BROWN BARIKRKE f 
BLDG. , i a 
Q 


ST. LOUIS 
MO. 





© 




















34 


DISPLAY WORLD 


OCTOBER, 104 


Filements Of Display 


The purpose of this course is to give in- 
struction and practice in the fundamental 
principles of display. 

The purpose of display is to (a) sell mer- 
chandise; (b) sell the store to the com- 
munity; (c) bring people into the store. 

Through what steps in selling does dis- 
play do this, and how? By attracting atten- 
tion—through color, lighting, motion, sound, 
and even the sense of smell; by creating 
interest, through interesting arrangement; 
by arousing the desire to own—by applying 
the merchandise to the customer or by dem- 
onstration of the use of the merchandise; 
by stimulating action; through getting the 
passerby into the store. 

I. RECENT TRENDS IN WINDOW 
DISPLAY. To give you some idea of the 
changes display has undergone, one must 
look back twenty-five or thirty years when 
displaymen had to be magicians in order to 
produce results. In that era no one had 
dreamed of using display fixtures as we 
know them today. Old empty merchandise 
cases, covered with crepe paper, were used 
for display tables. It required days to build 
displays because of this lack of fixtures. 
However, today one has such a variety of 
fixtures to select from that displays are 
very quickly arranged. At our own store 
we have completed as many as sixteen dis- 
plays in one day. 

In pre-historic days, which were the days 
before fixtures, the tendency was to put 
just as much merchandise as it was possible 
to arrange into one display. The more the 
merrier! Today it is quite different, par- 
ticularly in the larger stores, where the idea 
now is to carry out some theme. For in- 
stance: one color, one material, or one style 
may be featured. In this case three or 
four, and not more than six or eight, gar- 
ments are selected and a background idea 
devised. The entire background might be 
covered in some complementary or contrast- 
ing color, or just a center panel might be 
used, giving some explanation on it relative 
to the color, the material, or the style fea- 
ture that the display endeavors to present. 

Today there are many things available to 
aid in building attractive displays. There 
are decorative materials to furnish atmos 
phere’ for the merchandise presented, and 
there are materials for spring, summer, fall, 
and Christmas that were unknown in the 
old days. Stores must allow a fair budget 
for windows, if they are to obtain these 
aids. But many display props are simple 
to construct out of wall board, which, when 
finished, are painted with inexpensive water 
colors. Today there is a much larger selec- 
tion of colors, paper, and materials than 
there has ever been before. 

NEW TRENDS IN WINDOW DIS- 
PLAY. (1) Unit trims—the grouping of 
merchandise, allowing for open spaces in the 
display. (2) Continental display—a_ very 
symmetrical arrangement; copied from Eu- 
ropean displays. (3) Surrealism—the “en- 
lightened presentation of ideas;” not uni- 


By JOSEPH APOLINSKY 


Loveman, Joseph & Loeb, Birmingham 


versally adopted, but used in some few 
stores. (4) Eleanor LeMaire’s displays—the 
use of a pair of legs, head, or arms, sus- 
pended from the ceiling by invisible wire, 
etc.; some merchandise is shown, as a hat 
and a pair of trousers on the lower part of 
the body; apparently this is not classifiable 
as a distinct trend. (5) The use of spot- 
lights on color at night—the use of two 
spotlights, with color screens on them, on 
either side to illuminate the two important 
units in the window, letting the rest of the 
display take care of itself; amber or straw- 
colored light is the best; pale rose is the 
next best. (6) The use of fluorescent lights 
—these give a true light that does not dis- 
tort the color of the merchandise. (7) Sound 
and motion in windows—the famous Lord & 
Taylor Christmas bell windows are a good 
example; swinging bells in the window, ac- 
companied by the sound of chimes, and with 
the proper snow-covered setting. (8) Use 
of perfume—examples, Lord & Taylor’s per- 
fume fountain on Valentine’s day; Love- 
man’s fountain in the entrance. (9) Itinerant 
displays—displays furnished by manufactur- 
ers who specialize in displays; they are 
shipped from one store to another; the dis- 
plays produced by W. L. Stensgaard & Asso- 
ciates, Inc., are good examples. (10) Dis- 
plays without fixtures—home-made equip- 
ment used instead of real stands. 

Il. TYPES OF STORE FRONTS. There 
are many and varied types of store fronts, 
particularly in the smaller stores. The types 
of windows are naturally determined by the 
amount of available frontage. There are 
many stores that use their show windows 
as the only medium to get business, so nat- 
urally the more space they can devote to 
their windows the better it is for them. As 
I said before, there are many types of store 
fronts and each requires a different method 
of display. 








We present herewith the first of a 
series of articles by Joseph Apolinsky 
on the fundamental principles of dis- 
play; the younger members of the 
display field will find the series par- 
ticularly helpful, since it was origi- 
nally planned and conducted by Apol- 
insky as a display methods course for 
the benefit of Distributive Education 
teachers at the University of Alabama. 

Among the subjects to be covered 
are the following: trends in window 
display; types of store fronts; reflec- 
tions; backgrounds; kinds of window 
display and when used; effect of light 
on color; planning the display; han- 
dling mechandise; displaying piece 
goods; displaying coats, dresses, suits, 
and lingerie; dealer display helps; 
show cards, signs and price tickets; 
drug store displays; special displays 
for special events. 








The height of the floor of a window should 
average about 12 inches from the sidewalk, 
so that the merchandise displayed wil! not 
be above eye-level. This makes it easy for 
customers to view the display. There are 
many materials for covering floors, but the 
most practical is broadloom carpeting in 
neutral shades. However, one can use in- 
expensive linoleum, or papers, or fabrics that 
can be stapled easily to any sort of flooring 
With the aid of some tape to bind the edges, 
one can obtain a very effective flooring 
which can be changed with the seasons. The 
old reliable is still a nice hardwood floor 
that is well polished. 

II. REFLECTIONS IN WINDOWS. 
There is only one way to eliminate reflec- 
tions and all lighting experts will tell you 
this: it is necessary to have more light 
inside than out—and that is impractica!, for 
too much light burns up the merchandise. 
I do not know if there is much that can 
be done about reflections, unless you are 
fortunate enough to get invisible glass in 
your windows. This eliminates reflections, 
but I'm afraid you will find it rather expen- 
sive, 

IV. WINDOW BACKGROUNDS. The 
most practical background for windows is 
one of natural woods. These you will find 
will last indefinitely, for they do not soil 
easily. However, I personally would rather 
have a painted background which is less ex- 
pensive and can be repainted easily at a 
small cost—also lighter colors can be used 
in painting and they naturally make it pos- 
sible to see the merchandise more easily. 

Lighting is very important, and an attrac- 
tive display, inadequately lighted, looks drab 
and uninteresting. It is a known fact that 
light will attract. A well-lighted display 
will naturally draw people toward the win- 
dow. A good lighting engineer will recom- 
mend the correct equipment. 

V. KINDS OF WINDOW DISPLAY 
AND WHEN USED. 1. Mass displays are 


those used particularly in smaller. stores, 


stores selling low-priced merchandise, and 
in stores where the owner tries to see if it Is 
not possible to put everything he has in 
stock in the show windows. As I see it, it is 
quite foolish to put everything in the win- 
dow because later on in the season when 
the store decides to make a change, it has 
shown practically everything it has and 
therefore has nothing new to display. There 
are quite a number of chain stores today 
which spend considerable sums of money on 
their show windows—and what do they do? 
They try to see just how much they can jam 
in; consequently it is almost impossible to 
see the backgrounds for the large amount 
of merchandise displayed. You will also 
find the variety store following the same 
principle. However, I have studied this 


type of display and find that there are very 
few shoppers attracted by it. Unless you 
are trying to sell merchandise at special 
prices, mass displays are all wrong. If you 
[Continued on page 40] 
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N. l. A. D. M. Sees Demonstration 
Of Silk Screen Process 


Members of the Northern Indiana Asso- 
ciation of Display Men witnessed a com- 
plete presentation of silk screen processing 
at the meeting held in South Bend on Sep- 
tember 17. L. M. Bonham, graphic arts 
division, Sherwin-Williams Company, Cleve- 
land, and Donald Hadley, Builder's Store, 
Inc., South Bend, presented the demonstra- 
tion. “Stepping up posters and displays” 
was the theme of the meeting. 

The knife-cut silk screen methods were 
first shown, accompanied by an exhibit of 
practical examples. The photographic 
method of silk screening followed, to show 
the ease of obtaining minute detail without 
the necessity of using expensive and elab- 
orate equipment. Flocking was then added 
to the samples to show the value of cloth 
finishes and third dimension. After the 
demonstration period an open discussion was 
held for individual silk screen problems. 

The Builder’s Store, Inc., recently took on 
the complete Sherwin-Williams graphic arts 
line. 


Anderson New President 


Of Detroit Club 

At the annual election of officers held by 
the Detroit Display Club at the Hotel Stat- 
ler last month Frederick E. Anderson, J. L. 
Hudson Company, was appointed president. 
Other included : 
Davies, Cuningham’s Drug Stores, first vice- 
president; James Loutit, Loutit 
Service, second vice-president; John Taylor, 
Kline’s, third vice-president; Al May, Be- 
dell’s, fourth vice-president; Harold Bromel, 
Carl Bromel & Sons, secretary; Ralph D. 
Johnson, J. L. Hudson Company, treasurer. 
Alice Pawson, The Display Center, was 
named membership chairman. 


officers elected George 


Display 


Newspaper Ad Plays Up 
Window Displays 

A recent full-page advertisement was used 
in the Cleveland Plain Dealer by Mayer- 
Marks Company, of that city, to call special 
attention to a series of window displays in- 
stalled by Carl B. Knox, display manager. 
Ten photographs of the windows 
The displays contrasted merchan 
dise of a former era with that of today, with 


were 
shown. 


‘ a 9 
emphasis on the slogan “Peacetul Progress. 


Wintersteen Joins 
lvel Corporation 

Ivel Corporation, display and 
builders, New York City, has announced the 
appointment of R. L. Wintersteen as vice- 
president in charge of the firm’s 
Great Lakes division. Wintersteen was for 
merly with the Upson Company, Lockport, 
N. Y., and more recently with Windo-Craft 
Display Service, Buffalo. 


exhibit 


Eastern 


Display Counselors Appoints 
Sales Manager 

Herman J. 
manager of Display Counselors, Inc., 33 East 
ZIst street, New York City. He had been 
assistant advertising manager of Lafayette 
Radio Corporation of the same city. 


Tauber has been named sales 
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With this high speed cutting machine 
you can make sales compelling cutout 
Christmas settings for your show windows, 
store interiors, Santa's work shop, and dec- 


orations for store exterior. 


Cutawl-made displays are inexpensive. 
You can make them quickly and easily 
with inexpensive materials such as wall- 


board and paint. 


BUY NOW 
—PAY LATER 


On our easy payment plan you can start 
using your Cutawl at once and pay for it 


as it earns for you. 


INTERNATIONAL 
REGISTER CO. 


13 S. Throop St. Chicago, Ill. 


SEND FOR CATALOG AND EASY PAYMENT PLAN 


INTERNATIONAL REGISTER CO., 13 S. Throop St., Chicago, Illinois. 


Without obligation please 


mail 


me: 


[] Cutawl catalog 


Easy Payment Terms 


Company name 


Your name 
Address 
City 


State 
DW -10-40 

















—These six displays have been tried on the retail firing-line and are 
proven sellers of men's wear and accessories. . . . Upper left, a simple 
setting using axes as displayers, by Hugh C. McWilliams, Hutchins 
Brothers, San Antonio. . . . Upper right, by Jack White, John H. Pum- 
phrey Company, Columbus, Ohio. . . . Center, two striking displays by 
V. M. Curto, J. C. Penney Company, Lansing, Mich., who has a knack 
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These Displays Solid? 








































Hark the Herald 
Angels Sit 





a 


ees am 


Bark. the herald angels sin 
Glory two the new-bom King 
Peace on earth and mercy mild 
God and sinners reconciled 





for clever settings involving the minimum in materials and execution. . 

Lower left, by L. A. McMullen, Eastern Outfitting Company, Portland, 
Ore., featuring a background of unfinished boards, tanbark flooring, and 
a hobby-horse displayer. . . . Lower right, a Christmas display by Joe 
Tilner, Campbell's, Santa Monica, Calif., one of a series involving similar 


background treatment— 
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Surprise Element Stressed 


In Talk By Bliss 

Albert Bliss, president, Bliss Display Cor- 
poration, New York City, told the Retail 
Men’s Wear Council of New York recently 
that the element of surprise in display is 
the most effective means ‘of catching the 
eye, stopping feet, and compelling attention. 
He added that the means of creating sur- 
prise are light, motion, contrast, and color. 
He urged his hearers to take a leaf from 
the book of retailers of women’s apparel— 
to get the merchandise story and then dram- 
atize color, fabric or texture, silhouette, ac- 
cessories and similar points. In conclusion 
he said: “Take a chance on new ideas and 
new things—or your competitor will.” 





Ed Wynn Goes In 
For Draping 

Displaymen who attend Ed Wynn's new 
show, “Boys and Girls Together,” will prob- 
ably get more than average enjoyment out 
of that part of the performance where the 
comedian takes three lengths of fabric and 
proceeds to drape frocks on three of his 
show girls. Wynn works as rapidly as an 
old-time displayman and the results are said 
to be quite presentable. 





“Living Lithography" 
On Parade 

“Living Lithography,” a national exhibi- 
tion of lithographed displays and_ related 
material, holds sway during the entire 
month of October at the Philadelphia Art 
Alliance on Rittenhouse square, Philadelphia. 
The Lithographers National Association, 
New York City, is collaborating. 


Studio Founder 
On Radio 


Mrs. Lillian Greneker, founder of Gren- 
eker Studios, Inc., New York City, appeared 
on a coast-to-coast broadcast via the Co- 
lumbia Broadcasting System on October 3 
as the guest of Adelaide Hawley, radio and 
screen commentator. Mrs. Greneker was 
interviewed on the effect of apparel design 
on display mannequins. 


Anderson & Sons 
In New Plant 


Formerly located in Springfield, Mass., 
Anderson & Sons recently moved to West- 
field, Mass., where the firm is now in a large 
and up-to-date plant for the manufacture of 
all types of decorated metal products. 





Fischer Exhibits 
Adds Keller 

Maurice S. Keller has joined Fischer Ex- 
hibits, Inc., 120 East 16th street, New York 
City, where he will direct a merchandising 
division to handle the distribution of several 
types of animated displays. 


Catalogue Is Issued 
By Creative Art 

Creative Art Display Company, 36 West 
34tli street, New York City, has just released 
a catalogue showing sculptured display nov- 
eltics made of unbreakable rubber composi- 
tion. Copies are available on request. 
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How can I display twice as much stock in the same amount of 
space... how can I display seasonal merchandise . . . how can I 
get customers into the rear of the store? For weeks these ques- 
tions had G.B. walking around in circles. Of course, eventually 
he found the answers, 1500 of them, on the pages of his RHC 
display fixture catalog. 


Of course, G.B. could have found the answer sooner . .. any good 
display man would have quickly told him what to do. For in 
hundreds of the most successful stores throughout the country, 
the RHC catalog gets first call the moment any problem of this 
sort arises. 


From hats to hardware, from toothpaste to topcoats and any of 
a thousand other items, there is an RHC fixture especially de- 
signed to help display and sell it faster. 


RHC fixtures can help you too, and just in 
case you're asking, “How can I glance 
through a catalog I haven’t got,” let us 
hasten to invite you to send us your name 
and address so we can place a copy — 
quickly — in your hands. 


MERCHANDISE PROPERLY DISPLAYED 
IS QUICKLY SOLD 








REFLECTOR-HARDWARE CORPORATION 


General Offices and Factory 


Dept. DOO WESTERN AVENUE AT 22nd PLACE, CHICAGO 
NEW YORK OFFICE: MARBRIDGE BUILDING, BROADWAY AT 34th 

































BIRDS | 
AND | When planning your Fall and Christmas 
ANIMALS || Decorations, Use Natural Greens: 
Window Display ETE PEE COLES case $4.50 
Build sales becausethey | | Magnolia Foliage .............. case 4.50 
. | | Long Needle Pines.............. doz. 2.00 
A ttract Aten aon eee Ce yard .10 
tive folder giving rental | | Southern Grey Moss........... 10 Ib. 1.50 
ee PREPARED FOLIAGES 
Also Glass Eyes for Your orders will have our personal attention 
— Animals and and prompt shipment. 
Schoepfer Wire or write 
Taxidermy Studio | Caldwell The Woodsman Co. 
"ee Fak Ce EVERGREEN. ALABAMA 
Murray Hill 4-2050 
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isplay Studio Problems 


XXVI. PACKING AND SHIPPING 
By H. W. MORTON 


The Coleman Lamp & Stove Company, Wichita 


factor in the success 
of any studio is that of packing and ship- 
ping finished displays. The following ex- 
Several months ago | 
walked into a convention hall as the boys 
were setting up the show and in one of the 
first booths were several large crates that 
looked as if they were ready for the junk 
man. They were all battered up, with boards 
off and broken hinges; any braces that were 
on at the I really thought 
they were “junked” boxes, but on looking 
further I saw what was left of a very nice 
and well-built display inside. It had been 


\ most important 


ample shows why. 


start were gone. 


shipped from a well-known manufacturer in 
the East for use at this show. 

I talked to some of the boys in charge of 
this particular booth. They were very dis- 
appointed and blamed the damage on the 
They had paid $400 
for the exhibit and planned to use it at 
several shows in the season, but would now 


railroad and handling. 


lose out on two before they could have a 
new one made. And of course they were 
going to make a claim on the railroad for 
full expense. Here is an example of a cus- 
tomer who bought space at a high price at 
several shows and purchased a nice display, 
but through damage in transit lost a great 
deal more than he could ever get in a claim. 
He had to do the next best thing for this 
particular show and time permitted only 
a crepe paper display; giving credit to the 
displayman who put it in, and he did a very 
fine job, the customer was down on all dis- 
plays and displaymen in general and exhib- 
iting this show was an utter loss to him. 


I went into detail in the foregoing to give 
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° COLEMAN DISPLAY 
This Crate Contains 
2 Background Raneh 
Or Heater Display 
FELTED 
CHANNELS 
r FOR PANELS 
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ALL CORNERS AND 
JOINTS REINFORCED 
WITH SHEET METAL 


a customer reaction to this sort of situa- 
tion and what he was doing about it. But 
here is the real truth of what happened, 
though the customer didn’t realize it and 
the freight company took the rap. That dis- 
play was not crated right when it was 
shipped. I'll grant that it had rough han- 
dling but the freight company never should 
have accepted it for shipment. Scrap lumber 
was used for braces as well as scrap veneer 
for the sides of the crate. It would have 
fallen apart on even a local delivery truck. 
The display producer took the cheapest way 
out in building the crate for shipment. 
Either he didn’t get enough for the job or 





ALL SIDES SCREWED TO- 
GETHER — NAILS PULL 
OUT & WEAKEN CRATE— 
SCREWS CAN BE TIGHTENED 





SKIOS FOR HINGED DOOR 
EASY HANDLING FASTENED WITH 
AND LESS STRAIN HASPS OR SCREWS 


ON CRATE 


he didn’t figure on the crating and shipping. 

In many instances we find that the pack- 
ing and crating of traveling displays cost 
half as much as the actual building of the 
display itseli—in some cases, more than 50 
per cent. We know from experience that 
shipping damage can largely be eliminated. 
Everything we build in our plant is shipped, 
and we ship displays all over the world. In 
the four-year period we have been making 
displays we have sent out many thousands 
of units and have a large number of travel- 
ing displays; we have a great deal of pride 
in saying that we have had only four claims 
for damage—and to a total amount of $50 
for all four. Maybe it’s luck, but we don't 
think so. 

Where would Bill Stensgaard be today if 
his thousands of traveling displays didn't 
stand the gaff on the road? The solution 
is easy—he has an experienced group that 
plans and packs his units. Look at one 
sometime and notice the construction. His 
crating is equal to the quality of his dis- 
I'm just mentioning him as an ex 
ample, for there are a good many of the 
display producers in the country that do just 
as fine a job. The man that packs and ships 
your displays is just as important as the man 
who does the carpenter work. If the display 
isn’t built well, packed well, and shipped 
right—it gets there damaged or talls apart 
and you have lost a customer and a good 
part of your reputation, as well as a good 
many dollars for both you and your cus- 
tomer. The moral to this is to hire a good 
experienced packer that knows how to think 
It may cost a little more per month but tt 


plays. 


—More and better crating than is actually 
required is preferable to the kind which con- 
verts the display into junk. The type recom- 
mended by Morton is pictured in the draw- 
ing. . . . At the left are a few of the in- 
struction sheets for assembly which should 
accompany every display— 
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pays. We have one that used to crate deli- 
‘ate machinery and he has more than paid 
for his cost. 

We have found that white pine (solid 
knots or shorts in clear pine) does a much 
finer job of holding up than regular fir. Fir 
will crack and split and is hard to nail to- 
gether, while pine is softer and will scrape 
and shave off through hard use rather than 
split. Cottonwood is also very good and 
acts much the same, but it will split easier 
than white pine. On all crates we use 
squares of sheet metal to tie all edges to- 
gether as well as the joints of the frames 
and on all corners. This acts as a rein- 
forcement and keeps the wood from pulling 
away from the nails if there is any strain in 
shipment. All of our crates are hinged to 
aid in fast set up and for less wear on the 
crates in opening and closing. The small 
thumb-nail sketch at the side gives an ex- 
ample of a good suggested shipping crate 
that will get the job done and the display 
there safely in every instance. 

We try to ship our units as completely 
assembled as possible so it can be set up 
in a few minutes time by inexperienced 
labor, by expressmen when necessary, or by 
the salesman on the road. He has never 
seen the unit in most instances and hasn't 
the least idea of how it should go together. 
In every crate is a complete picture and 
set-up drawing showing each step of putting 
the display together. Outside of each crate 
is a list of what the crate contains. All 
panels are slid in on felted channels in the 
crates. Nothing is left to guess-work. 
Wherever possible we use wing-nuts to 
fasten panels together rather than run into 
the labor of screwing and cleating. The men 
like it better, it’s easier and there are no 
screws to lose. It’s the little things that 
count in the success of a good display studio. 

We have been using %-inch veneer (the 
type on refrigerator crates) for the sides of 
our crates and ends, and nail this securely 
with large roofing nails to the frame. This 
veneer is tough, light weight, and easier to 
handle in shipping—the express and freight 
men take greater care, knowing it is thinner. 
They like it better because it makes the 
crate a good many pounds lighter and it 
handles easier. A heavy, bulky wood crate 
gets rougher handling; the boys have to 
treat them harder as they are so heavy to 
move. If our crates are very large and 
bulky we put skids on the bottom so they 
will slide easily. 

A great majority of displays are shipped 
just once to a dealer for his own floor 
display. We term these stock displays and 
handle them as regular merchandise shipped 
to a dealer. This type of a unit is not 
practical to crate from a production stand- 
point but cartons answer the problem. Again 
these units must go out assembled as com- 
pletely as possible. Displays of this type 
in cartons—receive easy and careful han- 
dling as the freight boys know they must 
handle with care a carton as large as this. 
We have had many of them, for certain 
types of displays, as large as 5 by 7 feet and 
the panel several inches deep. The panel 
and pieces pack in the carton with. the use 

| fillers and air cells. We always try to 
get a complete display in one carton but 
sometimes the pieces vary so much in size 


[Continued on page 49] 
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XMAS IDEA BOOK 


Write today for your copy of the 24-page Greggory Christmas idea 






book and catalog. Eight full pages devoted entirely to sketches and 





pictures of display ideas and suggestions. Page after page of smart 






holiday decorative materials . . . all ingredients for the successful 


holiday display. Details about FLEXIT—the panel finished both 







front and back, with fluted bends. All of this and much more, yours 






for the asking! 












* DECORATIVE 
PANELS 
* FLOCK-PROCESSED 








$250.00 IN PRIZES 


















Here’s your chance to win one or FABRICS 
more of the eighteen cash prizes sit 
offered for pictures of FLEXIT dis- *SNO-BOARD 







plays. Displays of all types are *VALANCES 
4 4k L. 4 4k 
eligible to win ... no limits on 


number or kind. Send in your * HOLIDAY PAPERS 
photos today, don’t delay! Com- *CUT-OUTS 


plete contest information is listed 


in the Greggory Christmas catalog *94" Gold & Silver, Plain 
sent free on request. or Fluted Rolly Board 

















10 EAST KINZIE STREET CHICAGO, ILLINOIS 













Cl nimate YOUR DISPLAYS 
Stimulate YOUR SALES 


WITH FZEXV-ATITON UNITS. 


YOU CAN DEMONSTRATE your point or your product more 
forcefully with motion. And your motion will be more effec- 
tive and dependable with FLEXO ACTJON mechanisms. 
POWER UNITS for the tiniest load up to ISO pounds inch torque. AC., DC, 
universal, reversing or synchronous motors. Any voltage, cyclage, speed. 
Quiet, oil-sealed gearing. Trouble free, compact, reasonably—priced. 


REVOLVING MECHANISMS for displays from the smallest size to 1000 Ibs. 


MERKLE-KORFF GEAR CO. 211 north Morgan St Chicago 
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Aluminite 


nea SPEAKS FOR ITSELF 


Roll Size 


94 


by 12 Yards 


METALLIC 
BACKGROUND 
MATERIAL 


Available In 
Gold and 
Silver 


One of a striking series of De Pinna 
windows TE 


using ALUMINITE 


See your local dealer or 


BUCKLEY, DUNTON & CO. 


Display Papers Division 


CHICAGO OFFICE MAIN OFFICE 
217 West Ontario St. 295 Madison Ave., N.Y.C. 















COLOR INMOTIO, 


- - 
FOLLOWING premier at World’s If, 
Fair an entirely new type of lighted 
animation is now offered to dis- 
play buyers. 

Vibrant flowing colors pro- 
duce effects unequalled 


peal. 


color units 


built into your displays 


Color! Action! Puneh! 


ask your display builder for details 


Burehell Products Ine. 
72 Spring Street - - New York City 


*T.M. Reg. U. S. Pat. Off. by Polaroid Corp. 











CARSTENITE > PHOTOGRAPHIC 


(Actual Wood, Resin Fused to Masonite) BL OWUPS 


The Ideal Display Material : s 
SBicns Backgrounds Quality—Service—Economy 


eDisplays  @ Fixtures STITES PORTRAIT CO. 


Send for free Sample and Literature SHELBYVILLE, INDIANA 
. 9? , 
Carstenite Sales ** Oo; Aa St Established 1899 














Camouflage Corps Seems 
"Natural" For Displaymen 

A letter from John L. King, managing 
director of the International Association of 
Display Men, Washington, points out that 
displaymen who enter the army either 
through conscription or enlistment might 
bear in mind the needs of the nation’s cam- 
ouflage corps. He adds that displaymen 
seem especially fitted for this branch of the 
service, both through experience and tem- 
perament. 

An enclosed clipping from the Washing- 
ton Star quotes Lt. Col. Homer Saint- 
Gaudens on the subject: “‘First of all, the 
camouflage officer or man must be a healthy 
trained soldier and young enough to take it, 
if need be, with any other man in uniform 
who may rub elbows with him in the field. 
The camouflage man, like the machine-gun 
man or the cook, must be able to walk 20 
miles a day, lugging 60 pounds on his back, 
and be able to do it again the next day. ... 
Such a man is hard-boiled, hard-living, re 
sourcetul, disciplined, yet used to acting on 
his own. He works at all hours, sleeps in 
his tracks, eats anything you lay in his 
hand. He has a keen eye for the appearance 
of an object. Once he has been taught 
whether the object is to be seen through a 
pair of binoculars from the ground or from 
an airplane camera up above, he can some 
how put together something that will re 
semble that object or something that will 
make that object resemble something else 0! 
nothing at all, as you will. 


ur 
tal 
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Atlanta Displaymen 
Arrange Luncheons 

The newly formed Atlanta Displaymen’s 
Club on October 3 began a series of display 
luncheon meetings to be held each Thursday 
noon in the Cherokee room, Davison- 
Paxon’s. Visiting displaymen are invited to 
attend. 

The officers of the club are V. F. McCol- 
lum, Davison-Paxon’s, president; Eugene 
W. Turner, Zachry’s, first vice-president; 
George H. Breare, J. M. High Company, 
second vice-president; R. L. Sellers, treas- 
urer; Erwin M. Price, Regenstein’s, secre- 
tary. 


Caputo Now With 
Namm's, Brooklyn 

Henry Caputo has joined the Namm Store 
as assistant display manager it has been 
announced by John Pearl, manager. 
Caputo had been display manager of Gimbel 
3rothers, New York City, and prior to that 
for many years was assistant display man- 
ager of Abraham & Straus. He fills the 
position left vacant by the promotion of S. 
Rosenberg to display manager. 


sales 





Displayman 
Wanted 

DISPLAY WORLD has received word, 
too late to include in this month’s Oppor- 
tunity Exchange, that an Ohio store of 
medium size has an opening for a display- 
man. A married man is wanted, one who 
can assume full charge of all display and 
who can do his own signs and_ back- 
grounds. The position is permanent. DIS- 
PLAY WORLD will be glad to forward a 
letter for anyone interested. 

Brochure Features 
"Structural Bends" 

A new mailing piece by Production & 
Supply, a division of W. L. Stensgaard & 
Associates, Inc., 346 North Justine street, 
Chicago, catalogues eighteen basic “Struc- 
tural Bends” of Masonite, as well as show- 
ing many suggested and actual uses of the 
material in store display of all kinds. Copies 
are available on request. 





Herbst Department Store 
Wins Local Prize 

In connection with the local Retail Dem- 
onstration Week, Herbst Department Store, 
Fargo, N. D., was awarded top prize in that 
city’s display contest. Other winners were 
W. O. Olsen Furniture Company, Denis Fur 
Store, F. W. Peterson Jewelry Company, O. 
J. de Lendrecie Company, and S. S. Kresge 
Dollar Store. 


Promotion For 
Max Mayer 

Effective November 1, Max S. Mayer be- 
comes general sales manager for Greneker 
Studios, New York City. He had formerly 
been sales representative for the mannequin 
firm. 


Holtzberg Joins 
Porter's 

Edward Holtzberg, formerly with Vir- 
ginia Dare, Dayton, Ohio, is now in charge 
ot display for Porter’s, Cincinnati. 
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Justall your 


DIANA courpment How 


No. 78 CHROME 
for hanging all 


Shown with one 


Plates 





No. 74 


apart 
holds either 


or Card Frame. 


at right. 





No. 75 














up to 3%” 
one pair of 


Plates 


@With this equipment you can reduce installation time 





INTERLOCKING BAR 
decoratives to 


pair of No. 74 Face 


No. 79 CHROME 
Interlocking Bar when desired for holding 


foliage and decoratives at an angle, $3.00 ea. 


CHROME 
PLATES. Requires two to a 


unit, mounted on column 2144” 


Priced com- 


plete with each unit as shown 


CHROME 
FRAME, 22”x28”. 


thick, shown with 


column. 
$12.50 set € 
attaches to 


SOCKET 


FACE 











(center to center) and 


Interlocking Bar 








CARD 
Holds card 


74 Face 
$10.50 set 





on any decorative or poster mounting, absorbing usual 


labor costs. 
of minutes. 
job—this is what DIANA 


your firm. 


@Patent Pending 


Long tedious hours will now be a matter 
Less effort, more uniformity, a Tailored 


installation will mean to 








DISPLAY PRODUCTS CO. 


3944-46 


OLIVE 


ST., S¥. tours, MO. 














ART SNOW 
Soft, light, fluffy, inexpensive 


(Used first by Hollywood studios in 
making snow scenes) 


FINEST SNOW FOR WINDOW 
DISPLAY AND CHRISTMAS 
DECORATIONS 


For Free Samples, Prices, Write to 
the Manufacturers 


MILLER CEREAL MILLS 


Dept. S, OMAHA, NEBRASKA 





- « BAMBOO 


Put that Tropical Appeal 
in your Spring and Summer Displays 
with NATURAL BAMBOO ... 
Immediate delivery from the largest stock in the 
U. S. All sizes from % inch to 7 inches in diameter. 
Write for samples of Fabricated Bamboo and 
Bamboo Screening. 
PACIFIC BAMBOO PRODUCTS, INC. 

\ 6701-15 Eleventh Ave. Los Angeles, Calif. J 
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Display Merchandising ... 








—A very modern decoration for 
store posts at Christmas time can 
be made as shown. This con- 
sists of a large cone or cornu- 
copia of paper encircling the 
column, in this case forming the 
body of a Santa Claus. The 
arms are cut from paper and 
glued on the back. The hat is a 
band of red paper fastened to the 
post, and the brim is a thick roll 
of cotton batting. White whis- 
kers are of the same material. 
The face is painted in natural 
colors. More cotton is used on 
the hem of the coat and on the 
cuffs— 


CA 
/\P \ 








—The set of display shelves in the form of 

a Christmas tree is designed for use on 

counters or tables. Paint in bright colors 

and use electric candles as shown. Effec- 
tive also if made to revolve— 
































By De SAULT AAAS SERIO: 


—Here is a companion piece to the Santa 
Claus pictured on this page; in this case it 
is the feminine half of the Claus family, 
used as a decoration on top of shelving, 
and adaptable for use on a column— 





— Continuing with the 
cone decorative theme, 
this sketch shows how 
three cone-shaped Christ- 
mas trees can be mounted 
on divider and base as a 
decoration on a_ center 
shelving or on a center 
aisle table. The trees can 
be made of translucent 
paper, plastic, or other 
suitable material and 
painted in any desired 
Christmas design. The 
drawing shows two ways of 
painting the trees— 








—Still another method of us- 
ing the paper cone—in this 
case for a Christmas tree. 
Rings cut from wall board en- 
circle the tree and serve as 
narrow shelves on which to 
place electric candles. By 
making the rings wider they 
can be used as shelves on 
which to display merchandise— 
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E. J. Borton Addresses 
Chicago Display Club 

Seventy-five members of the newly re- 
christened Chicago Display Sales Promotion 
Club met at the Hotel Sherman October 7 
to hear an address by E. J. Borton, presi- 
dent, La Salle Extension university, and 
past president of the Federated Advertising 
Club of Chicago. Borton spoke on “Words 
and Ideas that Cause People to Act,” citing 
examples from his company’s advertising of 
phrases that result in action and others that 
do not. 

He was followed by Miss Jane Fauntz, de- 
signer, Adler-Jones Company, Chicago—and 
also a nationally known swimming star— 
who discussed “Sidelights of Display De- 
signing.” Nathan Silverblatt, secretary, 
DISPLAY WORLD, spoke briefly. The pro- 
gram was arranged by the permanent com- 
mittee composed of Paul Wertz, William 
Cahill, Carl Haecker, John Pollari, and L. 
J. Dwiggins. 

The program group has laid out a tenta- 
tive schedule for a six-month period, en- 
deavoring to have a prominent speaker each 
month, covering a variety of subjects. A 
worthwhile display demonstration will also 
be a feature of each meeting. It is reported 
that the interest being shown by club mem- 
bers will probably result in the next eight 
months being the greatest in the organiza- 
tion’s history. 

Members of the Chicago club participated 
in a golf tournament at St. Andrews on 
Sunday, October 13. The harrowing details 
have not been announced. Dinner at the 
clubhouse followed. 

No definite plans for the 1941 convention 
of the International Association of Display 
Men have been made by the local group, 
pending the appointment of a convention 
director by the national headquarters. 


Gustav Jensen, Designer, 
Addresses School 


On October 11 Gustav Jensen, noted indus- 
trial designer, addressed students and alum- 
ni of the New York School of Display on 
the inter-relationship of design and display 
in the merchandising of modern products. 
Jensen designed the Danish Pavilion at the 
New York World’s Fair, and an outstanding 
example of his work was included in the 
recent Contemporary Industrial art exhibit 
at the Metropolitan Museum of Aref. 


Cleveland Club Visits 
Sherwin-Williams Plant 

A demonstration of silk screen process 
printing, with emphasis on the photographic 
process, was the feature of the September 30 
meeting of the Cleveland Display Club. The 
session was held at the Sherwin-Williams 
Company plant. Bert Zahn, sales manager, 
graphic arts division, conducted the demon- 
stration. The guest speaker was Fred May- 
nard, who developed the Maynard _ photo- 
graphic stencil. 


Mannequin Studios Move 
To New Quarters 

Spadea Studios, under direction of Jean 
Spadea, has taken more spacious quarters at 
41 West 57th street, New York City. 
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Sensational New One Hand Stap 


Kay 






















































Drives staples within 
1/16 inch of uprights. 


me Reload signal in view 
when almost empty 


Movable stabilizer holds 





Speedmatic steadier 





Features the 


_ WIDE OPEN, NON-JAMMING STAPLE CHANNEL 


: When loading latch is pressed, magazine can be swung open wide, 
leaving entire staple channel at your finger tips. Gives fast loading 


and split-second removal of any 
non-feeding staple. No inacces- 
sible chamber! No mystery! No 
time out for “jam” repairs! Just 
open up and push through any 
troublesome staple. 


Loads 3/16", 1/4", 5/16" Chisel Pointed Staples 


Speedmatic staples are of heavy gauge high-carbon steel wire, accurately formed 
with chisel points for deep driving. They are interchangeable. All sizes packed 
5000 in box. Also Pocket Pack of 1000 in 1/4” size only. 


For complete details on this all-steel, guaranteed compression tacker, write 


SPEED PRODUCTS CO. =222> cone Nano cry. wv 


LIFE *. 
your windows 


You don’t hang clothes on Mileo’s 
Mannequins! No sir you dress 
them—because Mileo’s Mannequins 
know how to wear clothes under 
actual living conditions. Mileo’s 
“new faces’’ are featured on real 
American boys and girls, teen 
agers, misses’, men and women, with 
amous exclusive ‘“‘flexi-waists.”’ 
Vew photos ready now Writetoday! 


P.C.MILEO ,¢7"0r, 
7 W. 36th St. i225 New York 
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MERCHANTS: REC¢ 
issued on the Ever nth by 


THE- DISPLAY MPANY 





OUR PLATFORM 
1. The Development of Window Display Adver- 
tising. 
2. More Display Cooperation by Manufacturer 
and Merchant. 
Advancement of the Display Service Business. 
Practical Service to the Display Profession 
and Industry. 
5. Appreciation of Display's Power in Merchan- 
dising. 
6. Absolute Independence of Our Editorial 
Columns. 
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Editorial 


Potpourri 
One of the most noticeable things in the 
display field, immediately apparent to any- 
one who meets displaymen on their “home 
grounds” in all parts of the country, is the 
fact that the men who are nationally known 
in the profession—who are rightly regarded 
as among the top displaymen—are_ those 
who are executives in every sense of the 
word. These men have facts and figures re- 
garding their store’s operations right at 
their finger tips. They know what it is 
all about: which buyers are on their toes, 
what lines of merchandise are moving well, 
what departments are making a profit, vol- 
ume, how their store operations compare 
with similar stores in other cities and with 
their local competitors, and a hundred other 
factors which might seem somewhat remote 
from the display department. But in reality 
they aren't remote at all; they are part of 
a big piece of machinery in which the 
display department is an important cog; the 
displayman who knows what is going on all 
over the store is the one who is correctly 
included in the charmed inner circle of 
those who are looked up to and respected. 
A lengthy tour, such as the one the 
writer recently made, brings to light an- 
other interesting fact about these top dis- 
playmen: most of them have been with their 
firms for a long time—from five to twenty 
years; they seem to “stay put” once they 
have made a good connection, in contrast 
to so many men who are continually look- 
ing for greener pastures elsewhere... . Nat- 
urally an _ interesting speculation arises 


when the foregoing is considered—the old 
question of cause or effect. Is it because 
these men are executives that they know 
all details of store operation and have re- 
mained with their firms for such a long 
average period of time? 


Or is it because 
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they have been so long with the firm and 
hence are familiar with operations that 
makes them executives? Our vote goes for 
the former. ; 

Unfortunately for display, nearly every 
city has at least one outstanding case of 
professional jealousy — usually unadmitted, 
but nevertheless serving as a conversation 
piece among the other displaymen of the 
community. There is no point in going into 
a lengthy discussion of the lack of wisdom 
in maintaining a jealous attitude. The situa- 
tion is usually one which only those di- 
rectly concerned can cure.... 

Displaymen, right on the verge of the 
holiday season, should take a leaf from 
their stores’ slogan: “Do your Christmas 
shopping early!” While doing everything 
possible to insure early customer shopping, 
many displaymen delay their purchases of 
display materials and equipment for the 
holiday season until the last possible mo- 
ment. In this situation the position of the 
display jobber and manufacturer is anala- 
gous to that of the store confronted with 
a last-minute rush of gift buyers. The dis- 
playman, jobber, and manufacturer all are 
helped when display requirements are pur- 
chased just as early as possible. 

It is a safe bet that the current vogue 
for the patriotic touch in display will con- 
tinue. The trend is a very distinct one in 
all parts of the country. With Americana 
coming in for more emphasis in many ways 
in store promotions, the opportunity for the 
patriotic motif will be still greater in com- 
ing months. 

The display field has been taking the idea 
of conscription registration rather in stride, 
with little if any thought as to its possible 
effect on the profession. With this in mind, 
the writer conducted a miniature survey the 
other day, phoning all department stores in 
Cincinnati to see how many display em- 
ployees must register for possible service. 
It was with surprise that it was learned 
how many are directly affected. For ex- 
ample, one store has a display staff of 
eleven, including two women; all nine of 
the men must register. Another, with thir- 
teen on the staff, has seven men between 
the age of 21-36. Similar cases were re- 
ported by the other stores contacted. For- 
tunately for the profession there will not 
be a great number of men taken from it at 
once. Approximately 16,500,000 men in the 
United States are within the age limits and 
it is estimated that some 10,000,000 have 
exemptions of some sort or other. Since 
only 400,000 men are to be taken for mili- 
tary service on the first call the odds of 
any one single individual, who is without 
dependents and is not engaged in any essen- 
tial industry, are about one in 124%. So, in 
spite of the fact that most display staffs 
have men between the ages specified, it does 
not appear that the field will be greatly 
affected under present plans—at least not at 
first. In the event of war, of course, the 
picture would be completely altered. 


Sew And Save Week 
Set For February 

The third annual National Sew and Save 
week, sponsored by the National Needlecraft 
Bureau, has been set for the period from 
February 22 to March 1. As usual, a nation- 
wide window display contest will be con- 
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ducted in connection with the event, follow- 
ing much the same rules as for previous 
contests. Complete details will be released 
later, but it is known that cash prizes \ ;]] 
be awarded in three groups. Display he'ps 
such as banners, posters, and the like I] 
be furnished as in the past. The grog 
classifications will embrace indepen 
stores in cities under 50,000, indepen 
stores in cities over 50,000, and chain stores. 


A TALE OF SEVERAL CITIES 
[Continued from page 5] 

learned that no session had been schedule 
but in Houston the next morning John Sor- 
enson, Battlestein’s, had lined up nearly ; 
dozen fellows for a dinner meeting at which 
time the idea of a local club was favorably 
received and preparations started. 

Nothing had been arranged in New Or- 
leans, but the reception in Birmingham was 
one of the nicest of the entire trip. Joseph 
Apolinsky, Loveman, Joseph & Loeb; Joe 
Vaughn, Porter Clothing Company; L. L. 
Wilkins, Pizitz Dry Goods Company, and 
a newspaper photographer met the train— 
but the wrong one. Everyone got together 
at last, however, and the day was spent with 
Apolinsky visiting local points of interest, 
including as many stores as possible. A 
splendid group of forty-eight turned out for 
dinner that evening. The program got under 
way with music by the Loveman quartette, 
after which a chamber of commerce speaker 
extended a welcome on the part of the city. 
T. J. Twentyman, advertising manager, 
Loveman’s, gave an excellent talk on the 
importance of display in modern merchan- 
dising, and the writer spoke on “Putting 
Across the Sales Message.” Plans were 
made for a Birmingham display club, which 
will include members from many cities in 
that vicinity. 

At Atlanta, Gene Turner, Zachry’s, and 
V. F. McCollum, Davison-Paxon Company, 
took the day off to conduct the writer 
through different stores and to visit the mar- 
velous Cyclorama and imposing Stone 
mountain. Thirty-eight were present at the 
luncheon meeting. Arrangements had _al- 
ready been made for a local club and word 
since received indicates that it is already 
well under way. 

Naturally in such a trip it was impossible 
to cover all the cities en route, and it is 
hoped that they can be included later. Also 
it is impossible to pay tribute to all the 
fellows who went out of their way to be 
hospitable and helpful and to make the trip 
a most memorable one. Their aid is sin- 
cerely appreciated nevertheless. 

Random recollections: The battery of ten 
invisible glass windows at Woolf's, Kansas 
City. ... In the same city, the eternal flame 
burning on the summit of a tall memorial 
erected on the hill across from the station. 
... The big display case in George Wagner's 
office, Omaha, crammed with medals, cups, 
and other trophies he has won in display 
contests. . The bracing air and sunlight 
of Denver—always a welcome surprise on 
every trip to the Mile High city. . . . The 
first sight of the Rockies, like clouds along 
the horizon. The lovely gardens sur- 
rounding the stately Mormon temple at Salt 
Lake City, and the barren hills surrounding 
the city. The bewildering number 0! 
beautiful, modishly-gowned women of Salt 
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Lake. The unique experience of 
swimming in water where it is impossible 
to sink... . The big shoe store in Spokane 


—with not a single price ticket, show card, 
or store identification sign in any of its win- 
dows. . . . The Indian boy in Spokane, gaz- 
ing into a sporting goods window—not at 
the bows and arrows, but at football equip- 
ment. ... The fishing boats in Puget Sound 
during the salmon run, and the salty air. 
... The cricket game in Vancouver, and the 
magnificent scenery there. ... The courtesy 
of Bill Parnum and Walter Rimes, and the 
beautiful garden of the former—even has a 
trout stream in it. The steamer trip 
back to Seattle, via Victoria, with a couple 
of hundred Canadian 
The lights of Seattle as the steamer neared 


soldiers aboard. 


port and the thrill at being back in the 
United States once more. The green 
lawns of Portland. Covering Meier & 


Frank with Malcolm Tennent, from the six- 
teenth floor to the sub-basement. Din- 


ner at the McMullens. The beautiful 
ride from Portland to San _ Francisco 
through the Cascades. Mt. Shasta, in 


sight at 7 in the morning and still visible 
at noon. ... Crossing the bay from Oakland 
to San Francisco, with the 
drifting across the tremendous bridge. 

The color, sophistication, and general charm 


1og 


wisps. of 


of San Francisco. The beauty of Los 
Angeles—where good Americans go when 
they die. The courtesy and_ friendli- 


ness of Roy Stewart, Aubrey Maley, C. F. 
Williams, John Cooke, John Flotten, Harry 
Hamilton, and literally dozens of other Los 
Angelenos, including Herb Cross and Dick 
Whittington, who are responsible for DIS- 
PLAY WORLD’s monthly article on 
Angeles displays. ... El Paso, with whirling 
fans on the ceiling of hotel room- 
and needed. Juarez, dusty and dirty, 
crouching in the hot sun like an alley cat. 

. John Delamater, convivial men’s wear 
buyer for Olds, Wortman, who kept bobbing 
up at unexpected moments on the trip and 
who helped while away many dull hours on 
different trains. Fort Worth, with its 
preparations for the premiere of “The West- 
erner’—already a scattering of cowboy out- 
fits on the streets. ... Dallas, rivaling Salt 
Lake City and Atlanta for its 
smartly garbed and lovely women. : 
Houston, a modern boom-town. New 
Orleans, with its charmingly narrow streets, 
wrought-iron grilles overhanging the street, 
delicious sea-food, and what miles 
of antique shops on the Rue Royale; a city 
sir- 


Los 


every 


number of 


seemed 


unique in every sense of the word... . 
mingham, with Vulcan standing majestically 
pedestal overlooking the city. ; 
Southern hospitality as personified by Joe 
Apolinsky, Joe Vaughn, L. L. Wilkins, and 
everyone else in that city. Mary Cran- 
ford and Fleda Fulmer, two charming teach- 
distributive education at the Paul 
Haynes school, Birmingham. Southern 
hospitality all over again in the persons of 


on a 


ers ot 


Gene Turner and “Mac” McCollum, At- 
lanta. . The impressive Cyclorama, por- 
traying the battle of Atlanta during the 


War Between the States—unbelievable until 
you actually see it... . Stone mountain, with 
its unfinished Confederate memorial cary- 
ings—the figures are 185 feet from head to 


home 


once 


more. 
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FEATURES 


eBlack, White, Gold and Silver peb- 
bled or smooth, and 14 Fascinating 


Colors. 


@All colors are commercially fast to 
light. 


e@Ready-to-use--ready for immediate 


lettering or decoration. 


e Diversified for signs, cut- 


outs, small displays, large displays, 


uses 


exhibition booths, ete. 


e@ Uniform surfaces—no streaks, sags, 


drips or blemishes. 


eldeal non-bleeding painting  sur- 
face. 
@REDIPREP is strong and _ stiff 


and easily cut to shape. 


SEND TODAY! 





Use Holly Berry Red, Emerald Green, 
Gold or Silver for your Christmas 
Trims! 


READY-TO-USE PANELS 
for Christmas Signs 
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and Displays 


Upson REDIPREP is a rigid dis- 
play material which meets the most 
exacting requirements of the dis- 
play man and sign painter. 


Ready-prepared for instant use! 


Saves time saves painting cost 
. saves space required for drying 


hand painted backgrounds. 

Each panel is covered with protec- 
which cut-out 
Send for 


samples and folder which shows 


tive craft paper on 


designs may be made. 


colors—mail coupon today! 


THE UPSON COMPANY 
Lockport, N. Y. 


Please send sample of Upson REDIPREP 


and folder which shows colors. 





Name 
Company 


Address 
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Write for Catalog ‘DW’ Today 


THE DISPLAY EQUIPMENT CORP. 


147 WEST 37th ST. NEW YORK 


WINDOW DISPLAY 


TRAPHAGEN FOR RESULTS! 
High-salaried, fascinating profession. Unlimited 
OPPORTUNITIES. Demand for workers trained 
in Fashion, Interior, and Counter Display by Tray 
hagen School. Register now for Day, Evening or 
Saturday classes. Write, phone Co. 5-2077 for Cir. 62. 


THE TRAPHAGEN SCHOOL 
1680 Broadway (52d St.), New York City 

















HOLLYWOOD 


Original 
CHRISTMAS TRIMS 


WREATHS — SPRAYS — TREES 
—GARLANDS .. . $2.50 UP 


Best Pacific Coast Pine Cones, etc. 


JONES DECORATING CO. 


2807 Sunset Blvd. Hollywood, Calif. 
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Point-of-Sale Gallery... 


OF NATIONAL DISPLAYS 
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—Brilliant color and nat 
uralistic photography mak. 
an impressive display of this 
life-like, almost life-size serv 
ice man. Distributed by Fisk 
tire dealers, the unit was 
designed and produced by 
Ketterlinus, Philadelphia— 


—To remind patrons of "Old 
Crow" whiskey, this novel 
statuette was created for 
the trade. The crow is about 
10 inches high and wears an 
orange vest with gold but- 
tons, gold watch chain, white 
shirt front and spats, and 
sports a pair of white spec- 
tacles— 


—Crosley's ''Glamor - Tone” 
radio uses a pretty girl dis- 
play as a natural tie-in. One 
display has a reproduction 
of the radio; in another, dis- 
play space is provided for a 
miniature radio. Designed 
by the Roy S.  Durstine 
agency, Cincinnati, and pro- 
duced by the Einson-Free- 
man Company, Inc., Long 
Island City, N. Y.— 


—More attractive than most 
table cards is this gardenia 
unit for ""P-M de Luxe" whis- 
key. Produced for National 
Distillers, this is one of the 
most expensive and beauti- 
ful table cards ever offered 
to retailers— 


—The life-size typical Amer- 
ican farmer holding a basket 
of vegetables is so realistic 
that close inspection is nec- 
essary before most people 
realize it is not an actual 
man. Every detail is repro- 
duced with remarkable fidel- 
ity. Created and produced 
by Einson-Freeman— 


—A smash hit is this "broken 
window’ poster with which 
Johnson & Johnson announce 
an improved Tek tooth 
brush. The clarity of the 
“Lumarith Protectoid" sheet, 
lithographed by Forbes Lith- 
ograph Company, Boston, 
creates the illusion that the 
window has actually been 
broken— 


—This eye-catching  blue- 
glass mirror display, with the 
Carstairs "Seal and Ball” 
superimposed in plastics, pro- 
vides an excellent back-bar 
piece. Gold metal stars 
serve as decorations and 
back hangers, and the copy 
is silk-screened in white and 
yellow. Created and manu- 
factured by Kay Displays. 
Inc., New York City— 
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Committees Discuss 


|. A. D. M. Affiliation 

The proposed affiliation of the Interna- 
tional Association of Display Men with the 
National Retail Dry Goods Association was 
the topic of discussion October 7 when com- 


mittees from the two groups met in New 
York City. The “merger” will be voted 
on, at least from the I. A. D. M. stand- 


point, by the display association's member- 
ship after the report of the committee. 
Those representing the I. A. D. M. at the 
meeting were Joseph B. McCann, S. Kann 
Sons Company, Washington, president of the 
association; Robert O. Johnson, Common- 


wealth Edison Company, Chicago; Erwin 
Hiffman, Hiffman Display Service, St. 
Louis; Richard A. Staines, Vandever Dry 


Goods Company, Tulsa, and treasurer of the 
I. A. D. M.; John L. King, managing direc- 
tor of the association. It is the general idea 
of the proposed affiliation that the two or- 
ganizations working together can do more 
for the advancement of display and its bene- 
fits to the American retailer than has ever 
been done before. 

McCann, Staines, and 
playmen from department stores. 
is president of the display 
same name and represents approximately 6 
per cent of the I. A. D. M. membership. 
Johnson is display manager for a_ utility 
firm and represents about 9 per cent of the 
association’s membership. 

It is hoped that even though the N. R. 
D. G. A. research division is equipped to be 
of great assistance to the 85 per cent of the 
I. A. D. M. members employed in retail 
store display that it will be possible to plan 
the affiliation in such a way that material 
benefit will also be received by the installa- 
tion and utility displaymen members. 


King are all dis- 
Hiffman 
service of the 


New Wide Paper 
Makes Bow 

The Wideroll Paper Company, 4815 Flour- 
noy street, Chicago, announces a new 10-foot 
wide background art paper available in solid 
colors of Christmas red, blue, green, and 
white. The material is a heavy-weight fibre 
base paper especially designed for window 
backgrounds, interior and column displays, 
with a surface suited to all media of art 
work, poster colors, air brush, and the like 
without size or priming coats. Of 110-pound 
stock, the paper is rigid enough td be almost 
self-supporting; its width permits its appli- 
cation over the entire window background 
with thumb tacks without the 
use of framing, thus eliminating unsightly 
joints. 


staples or 


Elaborate Catalogue Released 
By L. A. Darling 

\n especially complete catalogue covering 
all types of fixtures and displayers of vari- 
ous materials has been issued by the L. A. 
Darling Company, Bronson, Mich. It is 
protusely illustrated, with many new 
in design and use of metal and plastic com- 
One section of the 


ideas 


binations in displayers. 
8S-page book is devoted to new 
papier mache and composition heads,. forms, 
and the like. The cover design is a direct- 
color photographic reproduction of a typical 
modern 


lines of 


display. Copies are available on 


request. 
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BELOW — Hansen Vest 
Kit, packed five Kits per 
box of 5,000 staples. Kit 
contains 1,000 staples. Kit 
fits vest pocket. 


finished. 


tinual use. 


Vest-Kit. 


wlth — . 
HANSEN 


AT RIGHT — Hansen One-Hand 
Tacker. Holds strip of 140 staples. 
Tacks fast as you grip. 


ale your goal in Fall, Winter and Holiday display 
and sign tacking is more effective work, with less 
effort and in less time, you can score a "touchdown" 
with the Hansen one-hand Tacker and Vest-Kit. 


Take them both to the job—and stay there until it's 
No back-tracking for tacks or staples—no 
delays. Tacker is self-contained, ready for instant, con- 
Provides staples 


Vest-Kit fits vest pocket. 


when and as needed. 


Make the most of your time, talent and effort. Use 
equipment worthy of the ingenuity you put into your 
display and sign work. Order and keep on hand this 
indispensable combination — the Hansen Tacker and 
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A.L. HANSEN MFG. CO. 


5041 Ravenswood Avenue CHICAGO, ILL 
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TINSELCREST and PLAIN 
CORRUGATED 


QUILTFOILS 


HALF-CURVE and HALF- 
ROUND FLUTED PAPERS 


P. K. DIE-CUT VALANCES 
EDGINGS 


SCULP-TU-ROLLS 
(deep embossed materials) 











BACOT .:ciusies 


NOW AVAILABLE FOR YOUR USE 


---thru your favorite jobber 


We are pleased to announce a re- 
vised policy of distribution, for the 
benefit of display men everywhere. 
Now, instead of being limited to a 
few large users, Abacot exclusives 
are available to all. (If your jobber 
doesn’t stock our line, write for 
name of one nearest you.) 
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Write today for photographs of ABACOT exclusives 


o— 


ABACOT DISPLAYS 


18 EAST 16th STREET 


NEW YORK 
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Display Bi... 





By Edward Henry Tackney Es 














May this material help take 
some of the curse out of 
idea-hunting for your "holi- 
day trims.” 
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DISPLAY STUDIO PROBLEMS 
XXVI. PACKING AND SHIPPING 
[Continued from page 39] 
it requires the use of two or three cartons. 
In shipping displays in this manner it is 
always well to call in your local carton 
man to help you design the proper container. 
This is part of their Packing in 
cartons is practical only when you are run- 
ning quantity units of the same type. If 
there is only one display made, crating is 

better and cheaper. 

In this article we have an illustration of 
some of the direction sheets we use on our 
units. On single units we type the necessary 
number of copies and hand-draw the set-up 
illustrations. The ones here won't be very 
readable because of the reduction for print- 
ang but they will give you an idea. On 
quantity production we use the Planagraph 
method of reproduction. It is economical and 
reproduces drawings and directions without 
the use of cuts and typesetting. See your 
local printer for information on this method. 

We enclose a set-up direction in every 
package, showing in complete detail how the 
display sets up. Instructions are written in 
such a way that any young boy in a store 
can set up the display and get it right. 
This sheet is in an envelope and with it are 
the necessary screws, wing-nuts, or whatever 
is needed to set up the unit. Also we paste 
a duplicate set of sheets outside the carton 
in addition to our “handle with care” label 
and the carton is plainly marked as to what 
parts are in it. These are cheap 
when compared to the inconvenience caused 
when the man who has to set up the unit 
lacks the information. If the man in the 
store can’t set it up rapidly and easily he 
Your display ends in the 
shipping room or in the trash barrel—and 
we all know that a great many units 
there just because the man on the receiving 
end couldn't figure how it goes together. 
to the extreme on directions. Don't 
leave any part to guess-work. Even explain 
the set up of the simple things anyone would 
think of doing. You may hit just that one 
in a thousand that wouldn’t think of doing it. 
And it might be one of the best buyers of 
your customer. 

We go so far as to put directions on all of 
our die-cut display cards if there is any 
chance that anyone would become mixed up 
on how to assemble it. These are usually 
printed on the back with a ‘rubber plate. 
Complete directions add a little to the ex- 
pense of a display but when this is compared 
to the impression it makes on your customer 
the extra expense is nothing and the cus- 
tomer thinks more of you. We even 
far as to tell them how to unpack the car- 
tons or crates to prevent damage to the dis- 
play. 

Check with your locai express or freight 
agent and ask his advice. And if you have 
read this far, do one thing—check over the 
jobs you have turned out in the past few 
months and analyze the directions you put 
on the displays for setting up. Think about 
them as a green hand, not knowing what 
the display looks like after it is finished. 
Or better yet, if you have a unit all com- 
plete and packed, call in a man that knows 
nothing about setting up a display and with- 
out telling him what is to be done—let him 
set it up. 
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just doesn’t do it. 
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MEET 
MISS SANTA CLAUS 





She stands 32 inches 
in 
flock fur — a 


charming 


high, trimmed 
white 
attention 


getter. 


Xmas 


cast 


Other special 
all 


in genuine Rubberlite 


promotions, 


offer exceptional op- 
portunities to express 
the Holiday Spirit in 
of the 


time honored custom. 


new versions 


Write or wire. 


DURABLE DISPLAYS, 


4 West 37th St., New York, N. Y. 


INC. 





—— a" 


General Office and Factory: 2010-18 So. Halsted St., Chicago, Illinois 
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39 IN. HIGH 
48 IN. WIDE 
HEAVY DIS- 
PLAY BOARD 
PROCESSED 
FOUR COLORS 


X 4007-DIME 
SEE IT 


OUR 


Cc 
CHRIST 
AT YOUR 


THE REYBURN 


FACTORY AT PHILADELPHIA 


UFACTURING CO., INC. 


SHOWROOMS: NEW YORK AND CHICAGO 























































WE AGAIN OFFER 


SOMETHING NEW 


FOR THE DISPLAY MAN 


PRESTO 


SELF-STICKING 


TAFFETA TAPE 


Available in a Number of Beautiful 
Fall and Christmas Colors 


PRESTO TAPES 


Are Also Available in Many Colors 
in Foil and Enamel Finishes 















PAPIER MACHE 
BELLS 










CELLOPHANE 
BELLS 


TRIMMED BELL 
BELLS CLUSTERS 


MADE IN U. S. A. 





PLAIN 
BELLS 









PRESSURE SENSITIVE 


JEWELLED TAPE 


GUMMED BACK 


JEWELLED 
DECORATIONS 


Attractive Discounts to Jobbers 
and Quantity Users 


ELDREDGE SALES CO. 


110 EAST 42nd ST.| 228 N. LA SALLE ST. 
NEW YORK, N. Y.}| CHICAGO, ILLINOIS 


Lexington 2-6176 Central 0421 














Write for Literature & Price Lists 
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Here And [here 


Bank advertising has undergone drastic 
changes in recent years; the extremely for- 
mal and dignified copy of a short time ago 
has given way to more human appeals. Bank 
display has followed suit, but it remained for 
the Twin City Federal Savings and Loan 
Association, Minneapolis, to set some kind 
of a record by employing a permanent dis- 
play director. Alene Engstrom has been in 
charge of the bank's display for some time, 
devising settings that are purely of the 
good-will type and others that sell various 
functions and services of the institution. 

Her Christmas windows last year were of 
the former type, as indicated by the two 
displays being used. 
Santa Claus was featured in the first. He 
appeared in a sparkling sleigh drawn by 
miniature reindeer with jeweled eyes and 
silver reins, apparently soaring through the 
sky—suspended by black thread fastened to 
the ceiling. The sky was made of dark blue 
silk and had the appearance of unusual 
depth. Below was a miniature village, some 


photographs, four 


of the homes being model houses previously 


used in home loan displays. These larger 







models were placed on a hill with others, 
in diminishing sizes, at the foot of the 
mound to create an interesting sense of per- 
spective. A large book bearing excerpts 
from “A Visit from St. Nicholas” was 
lighted by a white light across the sleigh, 
the rest of the window and background be- 
ing illuminated with blue light to give the 
effect of night. 

An electric organ was played at regular 
intervals in the bank during Christmas week. 
This was set up on a platform against a 
white silk background with side drapes of 
blue velvet. A large white Christmas tree 
was seen through the opening in the drapes. 
Blue spotlights were used. 

An oil painting of a modern Madonna was 
set in a silver frame on silver steps bearing 
the words “Come ye, come ye to Bethlehem.” 
A garland of white spruce branches com- 
pletely encircled the frame. The background 
was covered with dark blue silk on which 
were fastened sparkling stars at various dis 
tances from the panel. All blue lights were 
used on the painting, which gave an unusual 
radiance. 


Behind the painting, on the floor, 
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COMING UP! 

National Art Week—November 1-7. 

National Horse Show — November 
2-9. 

Election Day—November 5. 

Book Week—November 10-16. 

Father - and - Son Week—November 
10-16. 

Red Cross Week—November 11-21. 

Armistice Day—November 11. 

Thanksgiving Day— November 21 
(by presidential proclamation). 

National Prosperity Week—Decem- 
ber 1-7. 

International Golden Rule Week— 
December 8-15. 

Winter Begins—December 21. 

Christmas Day—December 25. 

New Year’s Eve—December 31. 








were placed two white spotlights, silhou- 
etting the painting in an aura of white light. 

In another display large golden bells were 
hung inside a shining, modernistic cathe- 
dral dome, this being covered with jewel- 
cloth. Silver stars were placed on a sky of 
dark blue silk. On each side were transpar- 
ent organ pipes fastened to the backgrounds, 
which were also covered with jewel-cloth. 
The pipes were lighted alternately from 
within by red and violet lights. A white 
light illuminated the interior of the dome 
and the rest of the display was covered with 
blue light. 





Nickeloid Appoints 


Representative 

Gilbert L. Wolfe has been appointed rep- 
resentative of the American Nickeloid Com- 
pany, Peru, IIl., to have charge of the firm’s 
Schenectady, N. Y., office and to cover cen- 
tral New York state. Wolfe was formerly 
with the Revere Copper & Brass Company, 


Rome, N. Y. 





General Display Corporation 
In New Location 

Formerly located in Carew Tower, Cin- 
cinnati, the General Display Corporation has 
taken new and larger quarters at 140 West 
Fourth street of the same city. The new 
location has been remodeled, a new front 
erected, and an elaborate showroom in- 
stalled. , 
"Mechanical Display Books" 
Used By Denver Firm 

Twenty-four automatic, electrically-oper- 
ated “display books” were featured in a se- 
ries of windows used recently by Denver 
Dry Goods Company, Denver, under the 
direction of Mrs. Dace Killingsworth, dis- 
play director. The books were supplied by 
the Metropolitan Display Clearing House, 50 
West 22nd street, New York City. 


Catalogue And Idea Book 
Issued By Greggory 


A 24-page Christmas catalogue and “Flexit 
Idea Book” is available on request to Greg- 
gory, Inc., 10 East Kinzie street, Chicago. 
rhe booklet also contains complete infor- 
mation on the company’s display contest 
which will continue for several weeks. 














129 PEARL ST. 


CHRISTMAS GREENS 


New. Attractive, Inexpensive 


Heavy. graceful festooning for the exterior or interior of your 
store. We recommend Balsam Roping to give your display 
the real Christmas atmosphere. Evergreen Roping decorations 
are suitable for streets, stores, public and private buildings. 


Our Balsam Roping is bushy and well rounded and comes in 100-ft. rolls. 


SG” ta Ea heme, pew IGG Geebe. «gc nk cic cicscvccvcsncsus $2.95 
14” to 16” diameter, per 100 feet...................... weer 
Heavier grade, superior quality, per 100 feet............ $4.00 to $4.50 


All Prices F.O.B. La Crosse or North Woods 
For liberal sample, mail 25 cents to cover packing and mailing costs. 
es re BALSAM WREATHS AND STARS MADE TO ORDER 
t Disa ak Don’t Delay—Place Your Order AT ONCE! 


SEMSCH DISPLAY SERVICE 


eo; 


bs 


“<< NATURAL 


LA CROSSE, WIS. 











CREATORS — DESIGNERS 
MANUFACTURERS 


Animated Advertising Displays 
for Counters, Windows, etc. 


Specialists in Depicting Waterfalls, Fire, 
Steam, Pouring Actions, Traveling Letters, 
etc., in Illuminated, Motorless Motion, by 
means of Heat-driven Revolving Cylinders. 


Seen-In-Action Display Co., Inc. 


261 Fifth Avenue New York, N. Y. 
Murray Hill 5-3586-7 





AETNA PLYWOOD 
BUILDS BETTER DISPLAYS 


Panels of plywood will bend without crack- 
ing, and they can be painted, stained, or 
lacquered to produce appealing and modern 
displays. Aetna’s fir, pine, gum, oak, ma- 
hogany, and walnut panels hold nails and 
screws at the edges without splitting, and 
fancy or figured woods make displays that 
click. Send for our free catalogue—you'll 
like our extra-fast service! 


AETNA PLYWOOD AND VENEER 


1729 Elston Avenue Chicago, Illinois 
Phone Armitage 7100 























THE WEISS < KLAU CO. 
462 BROADWAY, NEW YORK 


Leather Cloth Division 


STOP! worrvine about your 
CHRISTMAS DISPLAY PROBLEMS! 


LATTISEEN 


A NEW COATED TEXTILE 


with its new, exclusive embossed effect will add 
new zest and sparkle to your backgrounds, win- 
dows. counters, walls. In Xmas Green, Xmas 
Red, Gold, Silver, Black, White and other popu- 


lar colors. 


SEND COUPON FOR COMPLETE INFORMATION 








§ THE WEISS & KLAU CO.. 462 Broadway, N. Y. 


You may send complete sample book of 


LATTISEEN with prices. 
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NOW 


is the time 
to plan your 
special 


holiday 
displays 


the nationally famous 


GLOSSI- 
OLL 


collection offers displaymen 
seeking that "something dif- 
ferent'' a variety of compel- 
ling ideas: 








—vunusual in conception 
—arresting in color 
—careful in execution 


—adaptable for many display 
needs. 


Write for 
Complete Information 


EXCELSIOR 


PAPER SPECIALTIES 
CO. INC. 
640 W. 57 ST., NEW YORK 
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BUILD CHRISTMAS SALES 


WITH LIGHTED DISPLAYS 

[Continued from page 9] 
of Christmas tree lamps. Forget that they 
were planned to be hung on a Christmas tree 
in plain view and try concealing them, for 
example, within the chiller tray or behind 
the evaporator of a refrigerator displayed 
with its door open. These small lamps may 
be inserted through holes in display cards 
to emphasize certain points or to enliven a 
bit of the design that has been painted on 
the cards. 

The photograph of the first floor of A. 
Harris & Co., Dallas, includes many ex- 
cellent ideas by A. T. Solomon, display man- 
ager. Trees made of balloons and branches 
are trimmed with standard tree lights. Col- 
umns are adorned with metal foil angels set 
against a star-like background and the lu- 
minous panels along the upper walls reflect 
the Christmas motif. 

The accompanying sketch of a display 
tree (below) contains an idea which might 
be used in many ways throughout a store. 
It can be cut of fir plywood or similar mate- 
rial and has several projecting shelves on 
which to display articles of merchandise. 
Concealed in the base are several projector 
flood lamps equipped with glass roundels of 
several colors, the lamps being directed up 
against the tree which may be painted a 
flat white. Because the light strikes the 
shelves and merchandise at a grazing angle, 
colored shadows of interesting shapes will 
be cast along the surface of the tree. The 
blend of light will be the complementary of 
the colors used on both lamps, while the 
shadows will consist of the primary colors. 
Striking motion may be added to the display 
simply by rotating the tree and having the 
lamps in a fixed position. One use for such 
a display might be in a show window as 
illustrated with the white tree arranged 
in front of a deep blue background lighted 
with blue fluorescent lamps. Here, how- 
ever, it will be necessary to shield the pro- 
jector lamps from view. Flanking displays 
—Red and green fluorescent plastic designs 
can be made to glow still more brilliantly 
in the rays of an ordinary blue fluorescent 
lamp behind opaque facing. . . . The 
sketches below indicate a three section 
Christmas tree, well lighted, which has many 

uses— 







COLORED SHADOW: 


GLASS SHELVES 
FOR MERCHANDISE 


PROJECTOR LAMPS 
EQUIPPED WITH 
COLORED ROUNDELS 








THREE SECTION TREE 





PROJECTOR LAMPS 





OCTOBER, 194¢ 


of merchandise may be lighted from oy 
head by white spots and luminous w] 
plastic stars attached to standard Christm 
tree strings may be extensiyely applied 
background relief. 

Practically all of the stunts used in s] 








FLUORESCENT PLASTIC 
DESIGN AND LETTERS 


DARK BACKGROUND 


BLUE MAZDA F LAMP 
BEHIND OPAQUE 
FACING 


windows can be readily adapted to store 
interiors. Here the intelligent use of light 
and color can subtly direct the shopper 
along a predetermined path, present new 
gift ideas and help to instill in him a Christ- 
mas buying spirit at the point of sale. The 
revolving display tree, for instance, might 
readily be used on top of counters, ledges, 
and the like, throughout an entire store. 

Fluorescent plastic has been mentioned 
several times in this magazine but its dis- 
play possibilities have not as yet been fully 
exploited. Available in red and green, this 
material has wide latitude of use and is most 
effective when excited by ultraviolet energy. 
The most potent source of this so-called 
“black light” is from commercially available 
units designed for the purpose. However, 
this material will fluoresce quite brilliantly 
under the light of an ordinary blue Mazda F 
(fluorescent) lamp. 

One application is suggested in the sketch 
in which the poinsettia is cut from red fluo- 
rescent plastic and the sign from the same 
material in green. The base lines consist of 
wood or composition board to shield the 
blue Mazda F lamps from view. A very deep 
blue background applied to the column be- 
hind the figures provides contrast with the 
glowing plastic. 

The materials and equipments discussed 
can also find wide use throughout the year 
to create the colorful, lighted displays known 
to enhance merchandise. 






SUGGESTED USE FOR DISPLAY TREE 


AS STORE DECORATION — 


AS SHOW WINDOW DISPLAY 


BACKGROUND LIGHTED 
WITH BLUE MAZDA F 
LAMPS 


SPOT LIGHTED 
REVOLVING DISPLAY 
TREE WITH COLORED 
SHADOWS 
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OUR CHRISTMAS CATALOG 


Now in circulation outlines fully our entire 
line of Christmas creations, unusual designs 
on metallics, outstanding processed panels 
9 x 12 produced on the nationally known 
Codisco NoSeam, the Standard Seamless 


Paper. 


We are prepared to furnish de- 
signs and estimates on your spe- 
cial requirements with various 
types of processing. 


Write for Your Copy Today 


Coy, Disbrow & Co., Inc., 686-690 Greenwich St., New York City 














First Aids for Holiday Windows 


Maharam has everything to 
give your window that sparkle 
and individuality that gets at- 
tention and moves merchandise. 
Complete stock of Fabrics, Glit- 
ter Cloths, Satins, Leatherettes, 
Display Papers, Artificial Flow- 
ers, Quiltfoils, Plastic Novelties, 
Silk Banners and innumerable 


other items. 


MAHARAM EXCLUSIVE! 
MOVEABLE 


SNOWMEN 


MAHARAM 6" $ 7.20 doz. 

Complete Line CAN FILL lor" <“iaicen 
EVERY A 

“ DISPLAY 30 $15.00 ea. 


CELLOPHANE NEED A clever creation that offers un- 

BELLS — CLUSTERS limited possibilities to imagina- 

tive display men. Sturdily built 

STARS — GARLANDS * 1 of rubber composition. Slotted 

TREES — WREATHS i hand serves as card holder. 
MAHARAM’S Newest! Beautiful, effective tile sheets that are 


FRINGES —_ TASSELS ’ } \ perfect for Drug, Jewelry and Perfume Displays, Floorings, 
A A | Backgrounds, 
BALLS, etc. 


\ \ | Showeases and Cut-outs. 3 types: 
FABRIC CORPORATI On. “VELVETILE”’—The Tile Board with a rich VELVETY surface, 
7 9 color combinations. %0c¢ per 28x44” sheet. 
* Complete Line of Display Fabrics & Accessories -PENGELTILE"—The Tile Beard with « we — 
SEL , e e d w sparkling AITTERED 
NEW YORK—I 30 WEST 46th STREET surface, 5 color combinations. $1.05 per 28”x44” sheet. 


Surprisingly Low Chicago St. Louis Los Angeles San Francisco “VELVETFOIL”—The FOIL Board with a rich velvety surface, 
Prices! 6 E. Lake St. 915 Olive St. 819 Santee St. 830 Market St. 3 color combinations. $1.25 per 25142”x44” sheet. 
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The NEW Scientifically Designed 


TRANSPARENT PLASTIC 
TEE TOP 


In all colors of the RAINBOW 























Displays merchandise 
attractively. Shoulder 
shape — made to con- 
form with slope of the 
garment. With incor- 
porated notch for lin- 
gerie, slips and eve- 
ning gowns. 


A profitable jobbing 
item. 


JOBBERS WANTED 
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THE HENRY HANGER CO. 
OF AMERICA, INC. 
450 7th Ave. New York City 




























Brighten Your 
Windows 


NOW --- with 


EATON 


COLORED 
GRASS MATS 


All the gay fall colors. ... Ask 
your local display jobber or 
write 


EATON BROTHERS CORP. 


HAMBURG - - NEW YORK 























WINDOW DISPLAY 
MATERIAL 


BECKER SIGN SUPPLY CO. 
314 N. Eutaw St. Baitimore, Md. 















SHOW CASES 


FOR EVERY PURPOSE 
State Your Needs and Ask for Catalog 


Detroit Show Case Co., Detroit, Mich. 





















@Please Mention DISPLAY WORLD When 
Writing Advertisers 
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Think this 








October, the month of spooks foreign and 
domestic, conscription, rough channel waters, 
International Association of Display Men 
conference in New York with the National 
Retail Dry Goods Association, and pumpkins 
galore. How many displaymen who will 
draw the “get in uniform” numbers is prob- 
lematical, but you can bet a steel rule right 
now that the fellow who trips over every- 
thing and spills paint on the window carpet 
will remain to keep your work on an off- 
balance arrangement. “Slim” was the kind 
of a fellow the army always passes up. He 
came to work for me last Christmas during 
the rush. On his first day he got off to a 
good start. During the late afternoon when 
the store was packed with last-minute shop- 
pers we were changing a lingerie window. 
A background panel about 3 by 8 needed a 
coat of white casein paint, so I said: “Take 
this up and give it a coat and bring it back 
down.” He followed instructions well. 
About five minutes later I had finished the 
window and was looking out the doorway 
at the milling crowd between the show- 
cases. Suddenly I saw a white panel loom 
up back near the elevators in the rear. It 
moved forward slowly zig-zagging from side 
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By FRANK G. BINGHAM aes 





to side like a New Year’s drunk. 1), 
crowd seemed to step aside and it gathered 
speed, this white panel with legs attached. 
Coming closer I could see the white cascin 
dripping on the floor as Slim’s white hands 
gripped tight his shield of purity. The trail 
of white could easily be traced from ty 
windows, back to the elevators, into the 
elevators and to the display department, | 
luckily no one was touched. The pay-off 


was soon after the panel was dry when Slim 
said: “Are you going to get a picture of 
this display?” I said: “Yes, why?” He 
hesitated and then said: “I helped put it in 
and I want a print of it, so I can go out and 
get a job like yours.” There are a lot of 
“Slims” in display who will have to learn the 
hard way and a year’s training in the army 
wouldn't do any harm. 

The test question on any display in win- 
dows or interiors is simply this: “Can the 
majority of customers afford to buy this 
merchandise?” To bring the best results, 
windows and interior displays must be cre- 
ated to please the majority. Displaying an 
item because it is high priced in the hopes 
of selling it is poor psychology.  Display- 


—"There's such a thing as being TOO individual, Elmer!''"— 
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CHRISTMAS EXHIBITS 
that are TOTALLY “DIFFERENT” 






In a darkened window, room or enclosure, set 
up scenes, figures, objects, miniatures painted 
with Flame-Glo Fluorescent Paint—turn on in- 
visible “black light” (ultra-violet) and out of the 
darkness brilliant, glowing effects spring to life. 
Mystifying, beautiful, “different.” Ideal for 
Christmas and religious scenes, “fairyland” ef- 
fects, miniature cities, etc. Flame-Glo may be 
brushed or sprayed on any interior surface— 
wood, metal, cement, cardboard, fabrics, etc. 
Seven vivid colors. 


NOTE. We now supply effective, economical 
U. V. Black Light lamps to use with Flame-Glo. 
Write for new literature on Flame-Glo and U. V. 
lamps. When in New York, see our dramatic 
demonstration room. 


FLAME-GLO COMPANY, INC. 


WILLOW AVE. at 135th ST. NEW YORK CITY 





ing the item that is most apt to reach the 
most traffic on the sidewalk, the “I-can- 
afford-it” type of customer is the wisest 
angle for any display department to follow 
and build up. 

Buyers oftentimes try to unload poor 
sellers through Display execu- 
tives should guard against displaying “dog” 
items. Many of these yelping dogs prevent 
other items from reaching the customer. 


display. 


The display executive today has risen to 
a place that commands respect if he uses 
his authority wisely, like others around him. 
Taking whatever is handed out for the dis 
plays by buyers may indicate lack of inter 
est and merchandise knowledge. The date 
when an item is put in stock is on most 
price tags and “dogs” can easily be discov 
ered and set aside. Some simple statement 
like, “It didn’t blend in well, ete.,”” is usually 
all that is necessary to keep the buyer's 
good-will. Tactlessly to challenge the buy 
ers mistakes is to build a wall between the 
two of you—which isn't necessary and isn't 
part of your job. 

Thinking of beginning reminds me of what 
the Chicago Display Club has recently ac 
complished. The officers and a very active 
committee, after a series of meetings, re- 
constructed the whole foundation of the 
Windy City’s display house and started to 
rebuild anew. Included are a new con 
stitution which gives more freedom for 
everyone and an opportunity to participate 
in club activities. A new and longer title 
better fitting the club’s future plans was 
added, namely: “Display Sales Promotion 
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Club of Chicago.” One of the rules pro- 
posed by salesmen interested in the progress 
of the club was to bar salesmen from hold 
ing office—only those actively engaged in 
display as a displayman. <A limit on mem 
berships is also another feature of the by 
laws. This is now a club of displaymen, 
for displaymen, and by displaymen. Con 


gratulations, Chicago. 





To those who are racking their brains to1 
some unusual Christmas idea, here is a little 
story: A well-known display executive of 
the Southwest, noted for his different effects 
at Christmastime, made an unusual Christ 
mas tree last vear on his main floor. Work 
ing above the air-conditioning unit in the 
basement he built, with the help of a staff 
of steam fitters, a giant Christmas tree ot 
pipes. Turning on the air-conditioning plant, 
he stood by over the week-end to watch his 
tree take form. Behold, on Monday morn 
ing a most beautiful Christmas tree of real 
ice was ready to greet the customers. The 
guy, of course, is Guy Malloy, and the store 
needs no introduction Neiman- Marcus, 
Dallas. 

This is a good place to remind everyone in 
the display profession that November 5 is the 
day that you shouldn't believe you're too 
busy to take time out to vote. 


New York Agitated 
Over Display "Tax" 

A proposal of New York City tax au- 
thorities to place an “occupancy tax” on 
display materials used in that city, actually 
retroactive in effect, has stirred up a hornet’s 
nest of criticism among merchants and dis- 
playmen of that city. The tax is based on 
a bill containing the clause, “The use or 
possession for a consideration of any prem 
ises under any lease, concession, permit, 
right of access, license to use, or other 
agreement, for any gainful purpose.” 

The theory advanced by the city treas 
urer’s office is that a manufacturer or dis- 
tributor of a product who places a placard 
or other display to promote its sale in a 
store is liable to the tax since he uses the 
Even at the 
minimum of $1 for each spot where such dis 


premises for a gainful purpose. 


plays are used, the total would be stagger 
ing for many firms—for example, Coca-Cola 

The city has as vet refused to clarify the 
application of the law, but no time is being 
lost in combatting the tax. The Greater New 
York Display Advertising Committee was 
created the last week in September when 
eighty representative manufacturers, dis 
tributors, retailers, and representatives of 
labor met at the New York Board of Trade 
and voted unanimously to associate them 
selves together “to promote advertising, par 
ticularly at the points where the sale of 
goods or services is consummated, and to 
protect such advertising against unjust, dis- 
criminatory, or uneconomic forms of taxa- 
tion.” 

\n executive committee was elected with 
John A. Zellers, president, New York Board 
of Trade, as chairman; Samuel Blumberg, 
vice-chairman, representing Cigar Manufac 
turers Association of America, and M. D. 
Griffith, secretary. The other members of the 
executive committee are: 


Robert F. Wilson, 
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SNOWFLAKES 







































Packed in 80-Pound Bags 


$7.95 


Covers about 80 sq. ft., 1 inch thick. 
Will not crush. Easy to use. 


PUTS THE OUTSIDE WINTER 
ATMOSPHERE IN YOUR DISPLAYS 


Send Your Order Today to 


GENERAL DISPLAY CORP. 


140 W. FOURTH ST. CINCINNATI, OHIO 


MAITTEN'S 


e DISPLAY 
LETTERS 
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and serving you in the building 
of more enticing Christmas displays 
MITTEN’S new catalog offers a wider 
variety of Seramik tile Letters and 
Illustros. It's free. See your nearest 
dealer today or write 


MITBEMS aj npOALETTERS 











PIV Anns CAtifoania 






BRANSBY & HEWITT 


1600 BSROADWAT HEW FORK Cit 


LOR SALES CO. 


AGO LAST THIND STRETT LOC AMC ELES 

































In a Beautiful 






New Design, the 
Spotlight Comes 
Out of Hiding. . 
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No. 7790 ‘’Displaylite 
Jr.’ for PAR-38 or R-40 
Lamps. 





No. 7770 ‘Displaylite”’ 
250 or 400 or 500 Watt 
Lamp. 


For Complete Information Request Bulletin 12 


Display Stage Lighting Co., Inc. 


617 10th AVENUE — NEW YORK CITY 
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representing Associated Grocery Manufac- 
turers of America, Inc.; Eric Calamia, presi- 
dent, Retail Tobacco Dealers of America; 
William C. Ettershank, McKesson & Rob- 
bins, Inc.; William J. Schieffelin, Jr., of 
Schieffelin & Co.; Floyd Maxwell, Lithog- 
raphers National Association; Harland J. 
Cox, president, Metropolitan Displaymen’s 
Association; Moe Rosen, American Federa- 
tion of Labor; H. C. Welch, representing 
Southern Regional Group, Association of Ice 
Cream Manufacturers of New York State; 
Francis D. Gonda, vice-president, Einson- 
Freeman Company, and Stanley R. Zippin, 
representing Metropolitan Displaymen’s As- 
sociation. 

The meeting was called to order by Zell- 
ers, who stated that its purpose was “to 
plan and to execute immediate and forceful 
action.” A legal opinion from E. M. Otter- 
bourg, the board’s general counsel, advised 
“the city will have to show that this pro- 
posed tax is clearly intended to be covered 
by the legislation enacted, and in my opinion 
it can not sustain this burden.” 

The meeting unanimously adopted a reso- 
lution opposing the tax on the grounds that 
it is unlawful and that it is uneconomic. 


























For beautiful artificial flower 
decorations and outstanding 
values for window and inte- 
rior Holiday Displays — See 


BOTANICAL 


with its service and expe- 
rience of more than forty 
years in the display field. 
Estimates and catalogs on 
request. 


A cordial invitation to visit 
our attractive display rooms 
whenever in Chicago is ex- 
tended. 


BOTANICAL 
DECORATIVE SUPPLY 


325 West Madison Street 
CHICAGO, ILL. 
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A three-point program was then adopt 
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(1) authorizing conferences with the may or, 


the corporation counsel, 


other appropriate city « 
ject of persuading them 
already taken and to 


city treasurer, and 
fficials with the ob- 
to revoke the action 
give assurance {iat 


there will not be an occupancy tax asses-ed 


against display adverti 
tests in court, and (3 


sing; (2) plans {or 


) efforts *to obt in 


the passage of legislation by city council 

that will be precise and clear and which 

will clarify the occupancy tax law.” 
Immediately following the general meeting 


of the newly formed 


Greater New York 


Display Advertising Committee, the execu- 
tive committee met and laid plans for its 
first conferences with city officials. 





Booklet Issued 
On "Plexiglas" 


The Rohm & Haas Company, Inc., Wash- 


ington square, Philade 
“Plexiglas,” copies of 


leased a brochure on 
which are available on 
illustrated, the booklet 


Iphia, has just re- 


request. Profusely 
shows many of the 


applications of this plastic, including uses 


in the display field. 








The DISPLAY PARADE 


—by Tony Brinker 








ENLISTED IN REG. U.S. CAVALRY, 1916... 
CHASED PANCHO VILLA ON THE 
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DISPLAY MANAGER — 
DAVISON-PAXON CO, 
ATLANTA, GEORGIA” 


IN PRESENT 
POSITION WITH THE ¥ 
DAVISON- PAXON 
CO. SINCE 1938.... 


BORN OCT. 1,1896 ROME,GA. 
PRESIDENT OF THE , 
ATLANTA A (DISPLAYMENS 


REPEAT AGAIN 
WE MUST BE 


SALES- MINDED , . 
DISPLAYMEN: 2 
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BEEN 


SERVED vs an SEAS 
‘\ wITH FAMOUS SECOND 
DIVISION DURING THE 
WORLD WAR NO.}.... 


MARRIED, HAS TWO BOYS 
AND A BEAUTIFUL DAUGHTER 


ay, 7 ih, = HOBBY go mand FOR TROUT AND 


BASS. ... HAS WENTY 
DISPLAY.... STARTED WITH THE FAH 
ROME, GA., AS * WINDOW TRIMM 
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LEFT THE ARMY 
IN 1920 
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Sell With MOTION 


If you want to sell displays . .. animate them. 
Add to their selling power with motion—motion 
that forces attention, that tells more, that dem- 
onstrates, emphasizes, stages and explains... 
that assures larger audiences, better spots and 
longer showings. 

Speed Way is Animation Headquarters 

For the manufacturers of displays, SpeedWay 

provides: 

(1) An extensive line of dependable 110v back 
geared, flea powered display motors and 
mechanisms. 

(2) 110v animation units (pendulum units) as 
low as 50c each in quantities. 

(3) A complete line of electric display turn- 
tables (skeleton or housed, 2 lbs. to 500 lbs. 
capacities). 

(4) Free Technical Service to display men. 
SpeedWay animation experts work out the 
most practical way to obtain specific mo- 
tions, speeds, synchronization, packaging, 
etc. 

Animation makes displays easy to 
sell . . . makes them profitable to 
buy. Write for new Animation 
Manual and Motor and Turntable 
Catalog Sheets. 


SpeedWay Mig. Co. 


1839 S. 52nd Ave. 
Cicero, Ill. 











IT'S ABOUT DISPLAY 


YOU'LL FIND IT IN OUR 


NEW CATALOG NO. 61. 
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ELEMENTS OF DISPLAY 
[Continued from page 34] 
are endeavoring to display new, seasonable, 
and fashionable merchandise, it is very vital 
that you show it so that all the new features 
are clearly visible. This is impossible with 
mass display. 
2. Another kind of display is related dis- 
By this is meant the showing of mer- 
For ex- 


play. 
chandise which is related in use. 
ample, if you are displaying silverware it is 
all right to combine it with glassware and 
china, for those items are used together at 
the dinner table. Another example of re- 
lated merchandise would be men’s underwear 
even 


combined with socks, or 


pajamas. Shirts may be displayed with other 


garters, 


outer garments such as ties, collars, hand- 
kerchiefs, and other accessories. 

I should like to mention at this particular 
point that accessories in a display add con- 
siderably to its attractiveness. The reason 
for adhering to related merchandise in your 
from what we con- 
sider a hodge-podge. People are not at- 
tracted by a conglomeration of merchandise. 


display is to get away 


To avoid this, if it is necessary to show a 
large amount of merchandise, dividers are 
very helpful in making different items stand 
out by themselves. I would like to add that 
in the statement a few paragraphs above | 
did not mean that variety stores do not use 
related merchandise in their displays, but 
that they trim their displays too heavily. 
However, they seem to be very successful in 
their operations, and one might naturally 
remark, “Then why criticize?” But I would 
say that their window displays play a very 
small part in the success of variety store 
operations. Windows of purely mixed goods 
are out of the question. 

3. The third kind of window display is 
known as unit display. In this type of 
window the merchandise is not spread over 
the entire window, but various groupings 
of merchandise are used, incorporating from 
three to six stands and allowing breathing 
space between the groups. In show windows 
where you are required to display a large 
quantity and variety, it is very important 
that the merchandise be grouped according 
to color, materials, price. 
Unit displays are very 
However, women’s apparel 


styles, or even 
popular in showing 
men’s apparel. 
and accessories—in fact, almost any type of 
merchandise—can be displayed in units, ex- 
cept, perhaps, furniture. Furniture dis- 
played in groups such as a chair, lamp, and 
table grouped together is much more appeal- 
ing than if they were scattered. 


New Cold-Setting 
Plastic Glue 

The United States Plywood Corporation, 
616 West 46th street, New York City, is now 


first 
ever produced 
Called “Weld- 


glue, the 


manufacturing and _ distributing the 


cold-setting resin adhesive 


in this country, it is said. 
wood” plastic waterproof 
adhesive is in the form of a 
which is mixed with cold water and can be 
immediately after mixing. 
be handled within two after gluing 
and worked after four The glue 
is reported to have stood up under pres- 
high as 1,400 pounds with soft 
woods and 2,500 pounds with hard woods. 


resin 


used Jobs can 
hours 


hours. 


sures as 


fine powder 











Step-up the styling 

of your displays — 

give them grandeur 
with 72” Nu-Curve! Its extra height... 
a full 6 feet... plus the classic Grecian 
beauty of extra wide inverted flutings 
... brings to you a world of new display 
effects. Its 8 rich colors styled for mode 
ern background treatments. 


MASSIVE! NEW! 
COLUMN BASES AND CAPS 


And now, you can complete your dis« 
plays with massive Nu-Curve bases and 
caps designed especially for this distin= 
guished display material. Big, substan- 
tial in appearance, Nu-Curve bases and 
caps are easy to use, making columns 


12” in diameter. 


Try the Nu-Curve way to smarter displays. 
WRITE TODAY (DEPT. D10) FOR SAMs 
PLES of Nu«Curve and complete informae« 
tion on the new massive BASES and CAPS, 


SHERMAN PAPER PRODUCTS 
CORPORATION 
NEWTON UPPER FALLS, MASSACHUSETTS 
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OPPORTUNITY EXCHANGE 








WANTED 
Display 
Material Salesman 
and 
Free Lance 
Window Trimmers 


Nationally known manufacturer of cata- 
logued, well-known line of Background 
and Interior Display Materials offers you 
an opportunity to easily increase your 
earnings. Write particulars about your 
territory and clientele. 


Address “*M. R.”’ 


Care DISPLAY WORLD 


ATTENTION, JOBBERS 
OF 
DISPLAY MERCHANDISE 


Well-known manufacturer of artificial 
flowers and novelty displays wants to 
make contact for representing their line 
in your territory. Write, mentioning 
cities you cover. 

Address 


“PROFITS” 
Room 1101, care DISPLAY WORLD 
175 Fifth Avenue New York City 














Distributors—Salesmen Wanted 


TRANSPARENT MIRRORS 


On plate or thin glass any size, shade, 
shape and quantity. Large sizes espe- 
cially. Choice territory open for exclu- 
sive representation to those who qualify. 
Deliveries prompt — prices right. Send 
full particulars in first letter. 


THE O. AUTSIN CO. 


48 Greene St. New York City 


Representatives Wanted 


Hard working representatives with a fol- 
lowing calling on department stores and 
similar establishments to sell new fluo- 
rescent display items. Several excellent 
territories available immediately. Write 
only, giving territory covered, experience 
and references. 


VAN DYKE INDUSTRIES 


2857 South Halsted St. Chicago, Ill. 














HOME STUDY COURSES in Window Display 
and Show Card Writing now offered at greatly 
reduced prices. New, up-to-date, authoritative, 
clear and comprehensive. Every detail of 
the work fully illustrated and explained by 
former instructor at The “Chicago Display 
School.” Write for information. 


WILL H. BATES, Box 101, Ellsworth, Ill. 


REAL OPPORTUNITY 
FOR LIVE WIRE 


Organization with national distribution 
wants additional salesmen to call on de- 
partment stores and apparel shops with 
line of display posters and chromium 
frames. Extraordinary commissions on 
real hot Christmas displays. Write giv- 
ing references. 


Address “MERIT” 


Room 1101, care DISPLAY WORLD 
175 Fifth Avenue New York City 














ADVERTISING—HOME STUDY—The Adver- 
tising Minded Displayman is qualified to make 
the most money. Many have graduated from 
this long-established school. Common _ school 
education sufficient. Send for free booklet out- 
lining home study course and requirements. 


PAGE-DAVIS SCHOOL OF ADVERTISING 
3601 Michigan Ave., Dept. 266C Chicago 


FOR SALE OR TRADE 


Mechanical Full Round Mickey & Minnie Mouse 
Each 5 ft. high. Also, a mechanical display 
featuring Maggie and Jiggs, Orphan Annie, etc., 
7 ft. high, 9 ft. long. Pictures on request. 
J. R. JONES’ SONS & COMPANY 
Kalamazoo, Michigan 














COURSES IN WINDOW & STORE DISPLAY 
Background Design; Merchandising Ideas; Ex- 
hibition Displays; Show Card Writing; Adver- 
tising Copy and Layout. Personal Training— 
Individual Advancement. No Correspondence 
Courses. William F. Ray, President, J. Duncan 
Williams, Director, formerly editor of Merchants 
Record and Show Window. The Ray Schools, 
116 S. Michigan Blvd., Chicago, Dept. DW-10. 


DISTRIBUTORS AND SALESMEN 
Wanted For 


PLASTIC CARD HOLDERS 


The attractive and modern accessory for every 
display. Write for samples and prices. 


TRANSPOSTER SERVICE 
729 Boylston St. Boston, Mass. 














WANT A BETTER JOB? Learn window and 
store display; industrial, exhibition, background 
design; showcard, reproduction lettering; retail 
sales promotion; advertising (copy and layout). 
Courses for beginners and professionals. Indi- 
vidual, practical training. Placement opportuni- 
ties. Booklet “DW.” DISPLAY INSTITUTE, 
+3 E. 44th St., New York, MUrray Hill 2-5567. 











SALESMEN and JOBBERS 


Wanted all over the country with good connec- 
tions to national advertisers and dept. stores 
for a new and very attractive animated display 
device. Fully patented. 


INTER-ALLIED PATENT CORP. 
15 W. 26th St. New York, N. Y. 
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Question: Can you recommend a practic 
method of fastening Cel-O-Glass to metal 
San Francisco. 

Answer: Two methods are commonly e1 
ployed. Where large quantities of identica| 
pieces are produced, the metal frame to 
which the Cel-O-Glass is to be attached 
is made with a '&%-inch channel in the 
metal. The plastic is laid on top of tlhe 
metal frame and a soft tempered wire just 
slightly smaller than the diameter of the 
channel is placed on the Cel-O-Glass and 
then forced into the channel. This friction 
fit makes a sturdy job without wrinkles, and 
the panel thus constructed will withstand 
the weight of a man and a great wind pres- 
sure. 

Where single pieces, such as signs, are 
produced with a metal body and Cel-O-Glass 
front or back, use the following method. 
Wood is bolted to that part of the metal 
frame to which the plastic is to be attached. 
The heads of the bolts are countersunk and 
the Cel-O-Glass tacked to the wood with 
ordinary carpet tacks at intervals of about 
1 inch. Where more than one piece of the 
material is used, the edges can be butted to- 
gether and both pieces tacked in place. A 
moulding strip is fastened by nails or tacks 
over the edge. 


Question: Can you give us the source 
from which one of the Cincinnati department 
stores obtained the glass chairs and tables 
which they displayed recently—Davenport, 
lowa. 

Answer: This information has been sent 
you by letter. The glass furniture men- 
tioned was not made for display purposes 
and is quite expensive, the chairs retailing 
at $125 each and the tables ranging from 
$55 to $360 each. We have also sent you 
the name and address of a display firm which 
is prepared to make plastic reproductions 
for display at a much lower figure. 

Question: I am interested in getting into 
the field of display and would like to get 
any information which would be of help. 
There are, no doubt, many schools which 
cater to such as I, and I would like to know 
what a course of this nature would include, 
what it would cost, and so forth.—Peters- 
burg, Va. 

Answer: There are a number of schools 





FOR SALE—A mechanical book, 4x8, in 
good condition. Ideal for Anniversary 
Promotions, Christmas Toy Book and 
Sale Promotions. Price $50.00. 


H. K. WORSLEY, Palace Clothing Co. 
Topeka, Kansas 








ACTIVE DISTRIBUTOR AVAILABLE 
Well-known established organization contacting 
display trade in Southwest area wants addition 
al articles for exclusive distribution as jobber. 
Will furnish financial and other references 

Address “A. 3.” 
Care DISPLAY WORLD 
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SMART AND THRIFTY 


XMAS TRIMS ARE ILLUSTRATED 
IN OUR NEW CATALOGUE 
WRITE FOR YOUR COPY TODAY 


MARCUS WINDOW DISPLAYS 


114 LINCOLN ST. BOSTON, MASS. 








Ready to Letter 


Price tickets and display cards with 
gold bevel edges and unusual borders 
—all sizes. Suitable for the holidays. 


Send for Samples 


R. MARCHETTI & BRO. CO. 
44 BOND ST. NEW YORK CITY 














” LOOKING FOR SOMETHING NEW! 


{] FLEXTURE (A Snakelike metal) 

{-] Goodman Illusion Manikin Heads, $5.7 
[] Goodman Guaranteed Turntables, $5. 
{-] Goodman Tilted Coat Forms, $5. 50 
{-] Goodman Patent Sleeve Forms, $3.00 
[-] Goodman New Speedmatic Tacker, $6.50 


GOODMAN COMPANY 
“Unusual Display Equipment”’ 
19 West 34th St., New York, N. Y. 


0 








GLASS SILK (SPUN GLASS) 
Beautiful Waterfall, Ice and Snow Effects, Motion 
Displays with and without Colorful Lighting, Pure 
White and Colors—Fireproof and Verminproof. 

When you attend the New York World’s 
Fair be sure to see our New York display. 
If Your Jobber Does Not _— 

GLASS SILK Order Direct . 


Manufactured by FRIEDRICH & DIMMOCK 
Factory: Millville, N. J. 
New York Representative: 7 E. 42nd St., New York 








DISPLAY YOUR 


CHRISTMAS TREE 


THIS YEAR WITH A 
REVOLVING STAND 
With Lights Flashing 

M. Moister & Co., Mfrs. 
2nd & Bristol Philadelphia, Pa. 











THE “REVOLVING SALESMAN” 
AC DISPLAY TURNTABLES 


Noiseless—Inexpensive 
Write for Details 


WOERNER ADV. & MFG. CO. 


BELLEVILLE, N. J. 











THAYER & CHANDLER AIRBRUSH 


the articular arti st 


“THAYER & CHANDLER * 


910 W.VAN BUREN&ST., .CHICAGO.ILL. 








PHOTOGRAPHIC ENLARGEMENTS 


BLOWUPS 


From photographs or printed matter. For win- 
dow and counter display. Mounted or unmounted. 


NEW YORK SOLAR PRINT CO. 


Since 1907 
736 BROADWAY NEW YORK CITY 








USE THE 
OPPORTUNITY 
EXCHANGE 
For any WANT AD purpose: 


$2.00 Per Column Inch 
CASH WITH ORDER 











DISPLAY WORLD 





which teach display and if you will send us 
your name and address—omitted from your 
first letter—we will be glad to send you a 
list. 


Question: I would like to paint a picture 
frame an old gold finish—that is, when it is 
finished, to have an antique gold appearance. 
The present color is ebony. What should 
we use ?—Latrobe, Pa. 

Answer: Since the present color of the 
frame is ebony, it would be necessary to 
use a prime coat of some sort to prevent 
“bleeding” through. Your local paint store 
can furnish you with “Stain Cover” for this 
purpose; follow it up with any one of the 
various gold-bronze, antique copper, or simi- 
lar paints. 


Question: We would like to know how 
real leaves and branches can be preserved 
for display purposes.—Lancaster, Pa. 

Answer: A local floral supply house ad- 
vises that a thorough coverage of the leaves 
and branches with a clear lacquer or var- 
nish is usually successful in keeping the 
foliage in good condition for several months. 
It is essential to close all the pores with 
the lacquer so that the sap does not dry out. 


STATEMENT OF THE OWNERSHIP, MANAGE- 
MENT, CIRCULATION, ETC., REQUIRED BY 
THE ACT OF CONGRESS OF AUGUST 24, 
1912, AND MARCH 3, 1933 


of DISPLAY WORLD, published monthly at Cin 
cinnati, Ohio, for October 1, 1940. 
State of Ohio, County of Hamilton. 


Before me, a notary public in and for the state 
and county aforesaid, personally appeared Nathan 
Silverblatt, who, having duly been sworn according 
to law, deposes and says that he is the secre 
tary of DISPLAY WORLD and that the fol- 
lowing is, to the best of his knowledge and belief, 
a true statement of the ownership, management, 
etc., of the aforesaid publication for the date 
shown in the above caption, required by the Act 
of August 24, 1912, as amended by the Act of March 
3, 1933, embodied in section 537, Postal Laws and 
Regulations. 

1. That the names and addresses of the pub 
lisher, editor, managing editor, and business man- 
agers are: Publisher, The Display Publishing 
Company, 1209 Sycamore St., Cincinnati, Ohio; 
editor, R. C. Kash, lzvw Sycamore St., Cincinnati, 
Ohio; business manager, Nathan Silverblatt, 1209 
Sycamore St., Cincinnati, Ohio. 

2. That the owners of The Display Publishing 
Co., 1209 Sycamore St., Cincinnati, Ohio, are: 
H. C. Menefee, 1209 Sycamore St., Cincinnati, Ohio; 
Nathan Silverblatt, 1209 Sycamore St., Cincinnati, 
Ohio; Maude Menefee, 3521 Kaymar Blvd., Cincin- 
nati, Ohic; Stella Silverblatt, 729 S. Crescent Ave., 
Cincinnati, Ohio. 

3. That the known bondholders, mortgagees, and 
other security holders owning or holding 1 per cent 
or more of the total amount of bonds, mortgages 
or other securities are: (If there are none so state) 
There are no bondholders, mortgagees, or security 
holders. 

4. That the two paragraphs next above, giving 
the names of the owners, stockholders, and security 
holders, if any, contain not only the list of stock- 
holders and security holders as they appear upon the 
books of the company, but also, in cases where the 
stockholder or security holder appears upon the books 
of the company as trustee or in any other fiduciary 
relation, the name of the person or corporation for 
whom such trustee is acting, is given; also that 
the said two paragraphs contain such statements 
embracing affiant’s full knowledge and belief as to 
the circumstances and conditions under which 
stockholders and security holders who do not ap 
pear upon the books of the company as trustees, 
hold stock and securities in a capacity other than 
that of a bona fide owner; and this affiant has no 
reason to believe that any other person, associa 
tion or corporation has any interest, direct or in 
direct, in the said stock, bonds, or other securities 
than as so stated by him. 

NATHAN SILVERBLATT, Bus. Mgr. 

Sworn to and subscribed before me this 23d day 
of September, 1940 

LEO B. NEYER, 
Notary Public, Hamilton County, Ohio 
(My commission expires March 4, 1943.) 
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Your Holiday Displays 
can be made more attractive and effective with 


TRU-TRE FROSTED WHITE BARK (Pctented) 


This new glistening material is made in all-white 
and white with blue highlighting. Excellent for 
panels and backgrounds, or for making trees, logs 
and stumps. Made exclusively by 


TRU-TRE STUDIOS sinners! Minn: 





NEW, ORIGINAL 


SANTA CLAUS 





Here’s this 
year’s Christ- 
mas sensation 


@Head and arms 
are movable. 
@Hands made to 


hold toys or other 


articles. 
@Ked coat, white 
fur. 


@ Buttons and bue- 
kle in gold. 

@20” high, full 
round, unbreak- 
able. 

@ Made of moulded 
superlatex. 

@To retail for 


$10.00 


Wealso manufacture 
a complete line of 
mannequins from 18” 
to 36” full round. 
Hands, legs, and feet. 

















Attractive Discounts to Jobbers and Quantity Users 


Write Today for Samples and Information. 


AMERICAN ART NOVELTY CO. 


304 HEWES STREET. BROOKLYN, NEW YORK 








Send for the 


“In 1891 






AIR BRUSH 
CATALOG 


THE WOLD AIR BRUSH 
MANUFACTURING CO. 


2173 North California Ave. 
CHICAGO - - ILLINOIS 

























Display 
World 


Display’s Great Monthly Digest 


SERVICE 
BUREAU 


The DISPLAY WORLD Service Bureau will 
be glad to supply the latest authentic informa- 
tion about anything in the display line in 
which you are interested. If you do not find 
your needs listed on this blank, write a sepa- 
rate letter. If we do not have the information 
you want on file, we’ll find out for you. Avail 
yourself of our service facilities without cost 
or obligation. This service includes an analysis 
of any display problem. 


Air Brushes 
Airpainting Equipment 
Animated Signs 
Artificial Flowers 
Artificial Snow 
Backgrounds 
Background Colors 
Background Coverings 
Brushes and Pens 
Card & Mat Board 
Cardwriters’ Materials 
Color Lighting 

Crepe Papers 
Composition Pieces 
Cut-out Letters 
Cutting Machines 
Decorative Papers 
Decalcomania 

Display Furniture 
Display Forms 
Display Letters 
Display Racks 
Drawing Boards 
Enlarging Projectors 
Fabrics and Trimmings 
Fixtures 

Flags and Banners 
Foils 

Grass Mats 

Hosiery & Shoe Forms 
Invisible Glass 
Lacquering Outfits 
Lamp Coloring 
Lithographed Displays 
Mannequins 
Mouldings 

Metal Sheets 
Millinery Heads 
Motion Displays 
Motion Mechanisms 
Natural Foliage 
Pageants & Exhibits 
Poee (Window) 
Papier Mache Specialties 
Photographic Blowups 
Plastics 

Price Cards—Tickets 
Price Ticket Holders 
Sale Banners 
Socks—Window 

Show Cards 

_| Show Card Colors 

{] Show Cases 

[) Show Case Lighting 
C) Signs—Card Holders 
[) Signs—Brass—Bronze 
C) Signs—Electric 

[] Sleeve Forms 

(} Stencil Outfits 

(} Stock Posters 

() Store Designing 

[}) Store Fronts 

{] Tackers 

[] Time Switches 

[} Turntables 

[) Valances 

() Wall Board 

[] Window Lighting 


Q Do you wish a copy of their catalogue? 

L] Do you plan to remodel your store soon? 

{] Do you plan to build a store soon? 
MAIL TO 


DISPLAY WORLD 


CINCINNATI, OHIO 


JOOOOOOOOOOOooNooOoonooo 
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DISPLAY WORLD 


R  dACk 


OCTOBER, 1915 

The Display Managers’ Club of America, 
New York City, held its monthly meeting 
at The Martinique, and later in the month 
met at The St. Denis for a dinner and dance. 
Herman Frankenthal, Altman’s, and Charles 
F. Wendel, Gimbel’s, were on the arrange- 
ments committee. 

The war was advancing the cost of brass 
and consequently affecting the price of dis- 
play fixtures. The members of the Display 
Fixture Manufacturers Association of New 
York City met to discuss a probable increase 
of 10 per cent to the displayman.  Inci- 
dentally, wax for mannequin construction 
was advancing in price also, the increase 
being about 200 per cent. 

Display managers of Scranton, Wilkes- 
Barre, and Binghamton stores dined at the 
Hotel Casey, Scranton, and formed the 
“Anthracite Branch” of the International 
Association of Display Men. The following 
were elected officers: president, L. A. Courte- 
manche, Scranton; vice-president, W. A. 
Duggan, Wilkes-Barre; secretary, L. E. 
Ryan, Wilkes-Barre; treasurer, George H. 
Cote, Scranton. 

Another new display club was formed 
when seventeen Dayton, Ohio, men organ- 
ized a club which was to be affiliated with 
the I. A. D. M. W. L. Winning, The John- 
ston-Shelton Company, was named _presi- 
dent; John Lauber, The Metropolitan, vice- 
president; Bert L. Daily, of the firm of the 
same name, secretary; J. H. Kieswell, H. & 
G. Shoe Company, treasurer. 


OCTOBER, 1930 

Karl Schlecht, who resigned from Bedell’s, 
Chicago, became affiliated with the display 
department of Wieboldt Stores, of the same 
city, under the direction of Howard Oehler. 

James Styles, formerly with Best & Co., 
New York City, became display manager for 
The Hecht Company, Washington, succeed- 
ing Earl Sterling, resigned. 

Homer Johnson, formerly in charge of dis- 
play for Roos Brothers at the San Jose store, 
was transferred to a similar post in the 
Oakland unit. George Beyers, who had 
been assistant at the San Francisco store, 
took over the San Jose job and Harry 
Malon, who had been with the Berkley 
store, became display manager for the Palo 
Alto unit. 

Richard Terhune, formerly on the display 
staff of Best & Co., New York City, as- 
sumed charge of display for the seven New 
York City stores of Peck & Peck, succeeding 
Charles H. Patterson. 

Members of the Buffalo Display Men’s 
Club witnessed three practical display dem- 
onstrations. Under the direction of Clement 
Kieffer, Jr., the staff of The Kleinhans 
Company set up a display of men’s wear. 
Lawrence King, L. L. Berger Company, 
demonstrated the display of women’s ap- 
parel, and a demonstration of correct table 
setting for a formal dinner was presented 
by Olaf Tidlund, J. N. Adam & Co., and 
John Fiebelkorn, S. A. Anderson Company. 


OCTOBER, 


1940 








ADVERTISING INDEX 





OCTOBER, 1940 


Abacot Displays, Inc 

Ace raper Go. ..20) 6.55. 
Aetna Plywood & Veneer Co 
American Art Novelty Co 


Bar-Kraft Co.. +t 
Becker Sign Supply Co 

Bliss Display Corp..... ron 
Botanical Decorative Supply. 
Bulkley, Dunton & Co 

Burchell Products, Inc 


Caldwell The Woodsman 
Carstenite Sales 


Coy, Disbrow & Co., Inc 


Darling Co., LL A..... 
Detroit Show Case Co 
Display Equipment Corp 
Display Products Co. . 
Display Stage Lighting Co 
Durable Displays, Inc 
Eaton Brothers Corp 
Eldredge Sales Co 


Excelsior Paper Specialties Co. . 


Flame-Glo Co., Inc.. 
Friedrich & Dimmock. 


General Display Corp os 
Goodman Flexible Sleeve Form Co 
Greggory, Inc 


Hansen Mfg. Co., A. L.. : 
Henry Hanger Co. of America, Inc 
Hudson Specialty Co 


International Register Co 


Jones Decorating Co 


Korrect-Way Display Products 
; Inside Front 


Maharam Fabric Corp 

Marchetti & Bro., R 

Marcus Window Display Service 
Mechanical Man, Inc 

Merkle-Korff Gear Co 

Mileo, P. C 

Millburn Mills 

Miller Cereal Mills 

Mitten's Display Letters. 

Moister & Co., M... 
Monsanto Chemical Co.. Inside Back 


New York Solar Print Co.. 
Opportunity Exchange ; 
Pacific Bamboo Products Co 


Redikut Letter Co ee 
Reflector Hardware Co... 
Reyburn Mfg. Co. . 
Rhinelander Paper Co 
Rohm & Haas 


Schoepfer Studios, Inc 
Seen-In-Action Display Co., Inc 
Semsch Display Service 

Service Bureau 

Sherman Paper Products 
Sherwin-Williams Co Back 
Shoe Form Co., Inc 

Speed Products Co 

Speedway Mfg. Co 

Stites Portrait Co 

Stensgaard & Associates, Inc., W. L 
Thayer & Chandler 

Traphagen School 

Tru-Tre Studios 

Upson Co., The 

Weiss & Klau..... 

Wideroll Paper Co 

Williams, Inc., Jas. B... 

Woerner Adv. & Mfg. Co 

Wold Air Brush Mfg. Co 


Cover 


53 
59 
59 
29 
39 
43 
43 
4| 
55 

. 59 
Cover 


. 
58 
4 


59 

37 

49 

31 
a 
37 

5! 

51 

60 

25, 57 
Cover 
27 

43 

57 

40 

| 

59 

45 

59 

















; KEEP IT BRAC els 
.+» MAKE IT BUG setae 


Fluorescent Lighting Solve Its New 


How Monsanto Plastics Have Helped 


Note the light weight of this embossed sheet of Monsanto 
Cellulose Acetate, used as a diffusing parel in the fluores 
cent illuminating fixture manufactured by the Miller 
Company, Meriden, Connecticut 


Fixture-Design Problems 


With the immediate and wide-spread 
swing to fluorescent lighting as the 
modern method of illumination, an 
entirely new set of fixture designing 
problems came along. Their solution 
is an interesting case history of the 
manner in which Monsanto works 
hand-in-hand with any manufacturer 
Who is considering the application 
of plastics to his product. 
Fluorescent lighting, with its long 
tubes, requires materially larger fix- 
tures than those needed for ordinary 
incandescent lighting. Use of con- 
ventional light-diffusing materials, 
such as frosted glass, would add 
pounds of dead-weight overhead— 
multiplying problems of securing 
the fixture to the ceiling and requir- 
iny added weight in the fixture itself. 
Monsanto Plastics research devel- 
oped new flexible sheets of Monsanto 
Cc lulose Acetate with special finishes 


and special pigmentations that pro- 
vide an ideal degree of light diffu- 
sion and light transmission. These 
diffusing panels can be embossed or 


colored, increasing the beauty of 


the fixture. And freedom from excess 
weight, from breakage risk in ship- 
ment, from danger of breakage in 
installation, all add to the advantages 
of this modern material in this most 
modern of illumination methods. 
Monsanto Cellulose Acetate is one 
of the family of six Monsanto Plastics, 
available in sheets, rods, tubes, mold- 





MONSANTO PLASTICS 


Cellulose Acetate - 
Cast Phenolic Resin » Vinyl Acetal - Polystyrene 
Resinox Phenolic Molding Compounds 


Cellulose Nitrate 





Lacquer Cotton 


Sheets + Rods - Tubes 
Molding Compounds - Castings 
Vuepak Rigid Transparent Packaging Materials 








ing compounds and continuous rolls 
for practically any product require- 
ment. See what Monsanto Plastics ma 
terials and Monsanto Plastics research 
can do for your product. For full in- 
formation and names of fabricators, 
inquire: MONSANTO CHEMICAL Com- 
PANY, Plastics Division, Springfield, 
Massachusetts. Offices: New 
York, Chicago, Detroit, Birmingham, St. 


District 


Louis, Los Angeles, San Francisco, Montreal. 

























SALES STIMULATING 
FABRICATED DISPLAYS 


See the excellent assortment of fabricated 
displays and panels with real buy appeal. 
The three dimensional Starlit Towers, 
pictured above, stands 5 ft. tall, 7% ft. 
wide, and is processed in 4 colors on 
white. This unit, along with many other 
colorful and distinctive panels and de- 
signs, will provide an appealing theme 
and background for your particular Fall 
and Christmas display requirements 


METALLIC FOILS 


For added sparkle in displays, use ‘“Uni- 
foil’’—the appeal of metal and the ver- 
satility of paper. It's brilliant, durable, 
easy to handle and is economical, Sam- 
ples on request. 


DISPLAY FINISHES 


Create crisp, smart and sales-producing 
displays and colorful backgrounds with 
Opex Display Lacquers. In 11 attractive 
colors which dry to a soft satin-like finish. 


“KUV-R-ALL” 





AUTHORIZED DISTRIBUTOR 


DISPLAY HEADQUARTERS 


« 





* 
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ATTENTION-COMPELLING 
VALANCES and ACCESSORIES 


No need to look further for a finishing 
touch to your Holiday displays. You will 
find the many popular and colorful val- 
ances and die-cut items carefully de- 
signed and processed to fulfill your de- 
sires. Let us help you solve your display 
problems. No job too large—or too small. 


PRESTO TAPES 


Quick — Colorful — Easy to Apply — To- 
day’s short cut to streamlining displays. 
Adheres instantly to all surfaces. 6 popu- 
lar colors in 1” x 25 yd. rolls. A color 
card is yours for the asking. 


BACKGROUND COLORS 


S-W Deca-Sene Paste Toner Colors are 
ideal for interior displays and _ back- 
grounds. Available in 12 brilliant, non- 
fading casein type colors, that can be 
brushed or sprayed with ease. Only one 
coat required. Dries in one hour, 


Graphic Arts and Display Division 


BULLETIN BOARD FINISHES © 


r 
; 
SIGN AND DISPLAY FINISHES e SCREEN PROCESS MATERIALS e WATER COLORS e i 








